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10 Cents a Copy, $2 a Year 


Rough Proofs 


“The problem of getting 40,000,- | 


000 workers to their jobs on time,” 
says U. S. Rubber, “is being taken 
over by America’s car owners.” | 

But wasn’t that chore copyrighted | 
a long time ago by Big Ben? 


— _ = } 
No matter whether you pronounce | 
it raytion or rashion, there’s not an 


awful lot you can do to increase 
your sugar ration. 


ne, Me | 
| 


“Treasury Changes Mind, Opposes | 
War Stamp Premiums.” — Headline | 
in ADVERTISING AGE. | 

The drug stores have been moving 
a lot of them this month without | 
even a l-cent sale. 


TO CONSUMERS 


’ 
yom 


ONE SHORTAGE YOU DONT 
HAVE TO PUT UP WITH... 


y 
\ 
, 


We new 


- 


SANFORIZED~ 
tie= 
FOR PERMANENT FIT... INSIST ON THE "SANFORIZED” LABEL 


Using national magazines, Cluett, Pea- 


| body & Co. last week launched a con- 


~ | & 


“The waste paper drive,” says a 
news story, “will probably not be 
placed under the same tent as the | 
remainder of the salvage efforts.” | 

Paper distributors think it be- | 
longs in a side show just past the 
bearded lady and the tattooed man. 


- wv 


Newspaper editors who used to 
deride horse-and-buggy days are 
sorta relieved now to know that 
their stuff will still be delivered to 
the customers with the aid of good 
old Dobbin. 


a a 


Only small stove producers will 
be able to continue in production 
after July 31, but they will no doubt 
be able to take care of next winter’s 
requirements of the Hot Stove 
League. 

, + ¥ 


Daily drug store traffic is 15,000,- 
000, trade authorities say, and the 
figures don’t even include the wo- 
men who give the corner druggist 
all their postage stamp business. 


TF F 


Rough Proofs suggested that the 
iarmer’s wife would probably turn 
out to be the heroine of the farm 
production story, but Ruth Fox says 
that still doesn’t take care of the 
farmer’s daughter. 


a. ee 


If you were wondering what all 
the excitement on Main street was 
about last week, just remember 
that they were celebrating “family 
festival day” in all the Woolworth 
Stores. 

7, v 


Canadian Shredded Wheat Com-. 
pany has changed the name of its 
breakfast food from Cubs to Shred- 
dies, a move which isn’t likely to 
help the morale of the seventh- 
place team in the National League. 


i ae 


Premier has developed a service. 
plan for its cleaner dealers, who be- 
fore long are going to demonstrate 
that they can operate a business 
successfully in a vacuum. 


+, | F 


Howard Hayes, of Southern Cali- 
fornia Edison Company, is getting a| 
lot of compliments for the war mes- | 
Sage the company published in its 
house organ and the newspapers, 
even though the copy was signed by 
President Bauer. 


ode 


, - 


A recent convention speaker “took 
8pportunity to rap public miscon- 
ception that junkmen sometimes 
hold junk for big profits.” 
_The public has a lot of funny) 
ideas. 

Copy Cus. 


sumer campaign to spike rumors that 

there will be any wartime shortage of 

Sanforized fabrics. The drive follows a 
similar campaign in business papers. 


Get Pre-Shrunk 
Goods or ‘Holler,’ 
Cluett Tells Public 


Hard-Hitting Copy Is 


Cosmetic Varieties 
Face Sharp Pruning 


U. S. Amplifies Stand on 
Ad Cost in War Contracts 


at Hands of WPB 


Study Launched to 
Determine Products’ 
‘Relative Essentiality’ 


ANTI-COMPLACENCY 


Wenn Ne uw Nurneapolis anfommen betracdien 
Sie auch dete Begurte als Nriegsobiettive” 


Washington, D. C., May 20. 

| Strong indications that the roster of 
cosmetics and toiletries now on the, 
market is to be pared were given 
_today when the Toiletries and Cos- 
|metics Branch of the War Produc- 
'tion Board revealed that a study is 
|'being made of the “relative essen- 
tiality” of such products. 
| The investigation is not limited to 
deciding which products containing 
scarce ingredients are non-essential 
to the war effort, for attention is 
also being given to the consumption 
| of critical packaging materials. t3 wonrncen PUMP companys. 
Thus it is a distinct probability that! . aes cod tak Reaee 2 

,even goods which do not compete 
with war needs for their ingredients 
/but which are packaged in contain- 
|ers made of scarce materials will be 
hit by forthcoming curtailment 


eeede* 


Northern Pump Co. carried this full-page 
ad in several Midwestern newspapers as 
a novel plea for Red Cross aid and a 


e the Luftwaffe has them, as well as the 
Simplification of existing lines U. 5. coasts, in mind. (Story on Poge 36.) 
|through elimination of overlapping 
| products, unnecessary sizes and 


| . . 
ecsoosi ties oS National Linage 


Launched in Magazines Jectives of the branch are to assist 


to Spike Rumors 


New York, May 20.—With hard-| 
hitting copy telling consumers to! 
“holler” if their store doesn’t carry 
pre-shrunk fabrics—or to go to a 
store that does—Cluett, Peabody & 
Co. opened up an attack in national | 
magazines this week to convince the | 


| 


‘opening full-page black-and-white 


copy in the May 23 issue of the The 
Saturday Evening Post reminded 
consumers that the Army insists on 
a shrinkage standard for its cloth- 
ing and that the public should do 
likewise—despite all alarmists—be- 
cause the Sanforized process re- 
quires no chemicals or vital war 
materials and “will be available as 
long as_ fabrics are _ available, 
through the war and after.” 


To “Play Rough” 


Claiming that a certain § small 
group of fabric sources took ad- 
vantage of the wartime seller’s 


market to cut quality and spread | 


false rumors about its Sanforizing 
division, Cluett, Peabody plans a 
series of four monthly insertions in 
The American Weekly and Life, as 
well as the Post. 

Prefacing its consumer drive, the 
company first told its straight-from- 
the-shoulder story in business pa- 
pers to manufacturers and retail- 
ers. 

Typical of this message was one 
two-page spread in Daily News 
Record. Addressed to manufacturers, 

(Continued on Page 29) 


DIRECTORY OF FEATURES 


Ad-libbing . 12 
Admen in the Armed Forces 20 
Business Digest . 23 
Chain Store Sales 20 
Editorials 12 
Getting Personal 

Information for Advertisers 12 


output, and to arrange for produc- 
tion of the minimum necessary | 
civilian requirements of toiletries in op Cwspapers 
and cosmetics in such a way that 
war production will not be inter- 
fered with. 

While mandatory regulations are 
a future certainty, WPB hopes that 


the industry in converting its facili- Shows R d I 
ties as far as possible to direct = — " 
. 


Many General Gains in 
Advertising Disclosed 


public that there is no shortage of | voluntary action by the industry in Jan.-April Report 
retail goods marked “Sanforized.” | will play a large part in putting the | 

Headlined, “One shortage you! field on a wartime basis. Industry New York, May 20.— Despite a 
|don’t have to put up with,” the 


advisory committees already estab-|rising tide of production § curtail- 


lished will be consulted on regula-|ments and other unfavorable factors | 


tory measures and efforts will be| affecting the marketing of consumer 
made to keep the trade informed of| goods, more than half of the na- 
what is going on within WPB’s|tion’s top-ranking newspapers 
walls. |showed gains in general advertising 


Significantly for the future of the | during the first four months of this) 


( Continued on Page 26) ( Continued on Page 26) 


Last Minute News Flashes 


Launch Test Drive for Aunt Jemima Pancake Flour 
Chicago, May 22.—Featuring summertime recipes and menus for its 
Aunt Jemima ready-mix flour for pancakes and waffles, Quaker Oats 
Company launched a test campaign yesterday and today in New York 
and Los Angeles. Two newspapers in each city will carry 150-line 
black-and-white copy weekly on a 13-week basis. Five-minute recorded 
transcriptions will also be used. Sherman K. Ellis & Co. is the agency. 


Navy Sets Up Radio Branch Office in New York 

Washington, D. C., May 22.—The Navy Public Relations Department 
will establish a branch radio section Monday, May 25, at 580 Fifth ave- 
nue, New York City, to facilitate contact with networks and agencies. 
Lieut. Morgan S. A. Reichner, former agency head, will be in charge. 
Coincidentally with opening the office, Navy officials will meet network 
and agency officials at the Waldorf Astoria Monday at 4 p. m. 


‘March of Time’ Shifts to NBC in July 


New York, May 22.—Time, Inc., will shift “March of Time” to NBC 


111 Blue Network stations, the news dramatization will take a short 
hiatus after June 5, and return to the air via NBC Red Thursdays at 
10:30 to 11 p. m., EWT. Young & Rubicam is the agency. 


Donohue Named Radio Director of Buchanan & Co. 

New York, May 22.—Joseph C. Donohue, who entered advertising as 
private secretary to William S. Paley, CBS president, has been named 
radio director of Buchanan & Co., New York. For several years Mr. 
| Donohue has been in charge of West Coast radio for William Esty & Co. 
| He succeeds Paul Monroe, who has been assigned to the Bendix Avia- 
tion Corporation account, recently acquired by Buchanan. 


Listening Post ... “4 ‘Edward Baumiller Joins Pedlar & Ryan 


Photographic Review 
Rough Proofs 
Voice of the Advertiser 18 


New York, May 22.— Edward L. Baumiller, for the past nine years 


1! | space buyer with McCann-Erickson, Inc., will join Pedlar & Ryan May | ices except those 


25 as assistant media director. 


compelling reminder to inland cities that | 


Red effective July 9. Now heard Fridays from 9 to 9:30 p. m., EWT, over | 


WPB Accountant Gives 
'AA' Readers Insight 
Into Official Thought 


By A. P. MILLS 


Washington, D. C., May 21.— 
Cases in which a manufacturer's 
‘advertising to the general public is 
paid for by the Army or Navy as 
a part of the cost of fulfilling a 
government contract are the excep- 
|tion rather than the rule, it became 
apparent today upon further prob- 
ing of the government's cost deter- 
|;mination policies. 

Although circumstances alter 
cases and contract provisions vary 
among manufacturers, it is gener- 
ally true that advertising is an in- 
j}admissible cost of furnishing sup- 
plies to the Army or Navy, on the 
| reasoning that no promotion is nec- 
essary to get government orders in 
time of war. 

These facts were uncovered in 
the wake of publication of an ex- 
planatory booklet on cost determi- 
nation principals, pertinent portions 
of which were quoted in the May 
'18 issue of ADVERTISING AGE. 


Booklet Author Interviewed 


Seeking clarification of numerous 
points raised by the booklet, ApvER- 
/TISING AGE arranged an interview 
_ with Maurice E. Peloubet, assistant 
chief of the accounting advisory 
branch, War Production Board, who 
was directly responsible for prepa- 
ration of the booklet. Mr. Peloubet, 
aided by his associate, Moore C. 
McIntosh, outlined the background 
'which led to issuance of the state- 
‘ment of principles. 

Until it was erased from the stat- 
jute books last year, the Vinson- 
| Trammell Act constituted the basic 
\formula for determining what costs 
are properly chargeable to the gov- 
‘ernment and what should be ex- 
|cluded. When that law was dis- 
jcarded the Treasury Department 
found it necessary to issue a deci- 
sion on the subject, patterned after 
Vinson-Trammell provisions, known 
jas “TD 5000.” This decision has 
since been regarded by government 
departments as the most satisfac- 
tory definition of costs in existence. 


Restatement of Case 


As the war program gained mo- 
mentum, however, WPB found that 
decision too unwieldy and in some 
respects too vague for its purposes. 
Small firms, without high-priced 
legal advice or expert accountants, 


did not grasp it readily. Because 
the Treasury has cases pending 
which involve “TD 5000,” it pre- 


ferred not to simplify or explain it, 
with the result that WPB undertook 
the task. 

Mr. Peloubet explained that his 
booklet is neither a_ revision of 
|““*TD 5000” nor merely WPB’s views 
on the subject. It is an explanation 
of that decision which has been 
worked out with the aid of Army, 
Navy and Treasury officials. The 
fact that other departments were in- 
volved in its preparation explains 
the failure of the booklet to be 
identified as the work of WPB, he 
said. 

Applies to All 


The booklet does not indicate 
which contracts the principles apply 
to beyond referring to “supplies for 
the War and Navy departments,” 
but Mr. Peloubet declared it applies 
to all contracts for the armed serv- 
involving con- 


|struction. There are virtually no 
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in which the government does not 
examine contractors’ costs, either at 
the time of contracting or in sub- 
sequent review for the purpose of 
determining possible excess profits 
which should be recaptured by the 
government. 

Earlier in the war program, nu- 
merous’ cost-plus-fixed-fee  con- 
tracts were negotiated and in those 
cases contractors were often able to 
persuade the Army and Navy to 
allow the inclusion of a clause per- 
mitting the expenditure of ‘“‘reason- 


able” amounts for advertising of 
the “keep-the-brand-name-alive” 
variety. 


Many Contain “TD 5000” Clause 


Cost-plus arrangements were nec- 
essary at the outset since neither 
the manufacturer nor the govern- 
ment could make a reasonable esti- 
mate of what it would cost to 
fulfill the order. Now that actual ex- 
perience has been obtained that is 
seldom the case and most contracts 
are negotiated. Contracts awarded 
as the result of competitive bidding 


are largely impractical during war 


since all available facilities are 
used. 
Many negotiated contracts con- 


tain a reference to “TD 5000” say- | 


ing that its principles will govern 
as to the admissibility of certain 


such contracts must advertise out! 


of profits, Mr. Peloubet made clear, 
except for technical advertising 
placed in trade publications. This 
exception placing business papers 
in a favored position is explained 
on two grounds. One is that the 
government considers it to its ad- 
vantage to keep these publications 
alive because of the service they 
render. Another is that educational 
advertising in this medium can help 
spread knowledge of new _ tech- 
niques and thus indirectly aid the 


war program. 
On negotiated contracts which 
are the type predominating now, 


manufacturers may be able to con- 
vince the Army or Navy of the 
need for advertising at government 
expense in non-technical publica- 
tions. If so, such a provision is in- 
cluded in the contract. Contractors 
must be foresighted enough to make 
such arrangements at the outset 
however, or advertising will have 
to come from profits. 

As to sub-contractors’ advertis- 
ing, Mr. Peloubet explained that in- 


dividual cases vary so widely that | 


| 


only the broadest generalization is | 


possible. 


reads: 


to the admissibility of limitation 


ferent aspects in the case of sub- 
contractors than in the case of 
prime contractors dealing directly 
with the government.” 


Sub-Contractors Different 


The only thing which can be 
added on the subject, he said, i 
that the government recognizes 
that selling and advertising ex- 


a 


penses may have to be incurred in| 


order to obtain farmed-out war 
work. Whenever that is the case, 
such expenses are considered as ad- 
missible costs. 
would have to prove such expenses 
necessary, however. 

In general, Mr. Peloubet empha- 
sized, the booklet should be re- 
garded as a guidepost for the as- 
sistance of contractors in doubt as 
to basic principles. Exceptions 
abound, not only on the advertising 
provisions but on other border-lin 
expenses, 
the other party to a contract has 
to give ground on a disputed point. 
It is more likely to be the con- 
tractor than the Army or Navy offi- 
cial who does the most giving. 


The single sentence de- Hyde Named Ad Mar. 
' voted to this subject in the booklet 


“The considerations relating | 


John F. Hyde, formerly on the 
advertising staff, has been appointed 
advertising manager of Aviation 


upon ordinary and usual selling and | Equipment, New York. 


market, 


York State 


Troy ‘s 


more than 


THE TROY RE 


EFORE you break into 


metropolitan district,” 


America’s 27th 
the Troy-Albany-Schenectady 


pause at the cross- 


roads and check the media coverage avail- 
able in this $199,031.000 sales field. 


More than 140,00C persons, virtually one- 
third of all consumers in this essential New 


market, live and spend their 


money within the area of influence 


sole 


of The 


Record Newspapers. 


dailies provide the second 


greatest verifiable buying group in the above 
metropolitan district. 


For a single low cost 


of 12c per line theyll place your message in 
38.700 homes. 


*Census Bureau definition. 


THE TROY RECORD 
THE TIMES RECORD 


Sub - contractors | 


| trademark suit filed in Omaha last 


largel becaus 
argely ecause one OF | that General Foods, 


ia new “Post’s Raisin Bran” in 


General Foods 


Plans fo Fight 


Trademark Suif 


scriptive or generic term, 


e | Pany of that city. 


Omaha Company Wins 
Temporary Ban on Use 
of ‘Raisin Bran’ 


| way provided by federal and 


New York, May 21.—Claiming | 
that “raisin bran” is purely a de- | 
General | 
Foods Sales Corporation today an- 
nounced that it would combat a 


Friday by the Skinner Mfg. Com- 


The Skinner company alleged 
in introducing | 


its 


| Southern territory, has infringed 


| public 


| fair? 


| corporation in 
fairly 
/giant General 
| use 


| to spend a lot of money to defend 
| our 


| Skinner’s 


its 17-year-old, trademarked prod- | 
uct, “Raisin-BRAN,” and secured a 
temporary order restraining Gen- 
eral Foods from advertising, offer- 
ing for sale, or selling anywhere in 
the United States any product 
designated “raisin bran.” 

Before seeking the restraining 
order in the district court of Doug- 
las County, Neb., the Skinner com- 
pany placed its case before the 
in the first city where its 
representatives reported introduc- 
tion of the new Post product by 
newspaper advertising in the May 
14 issue of the News-Tribune, 
Waco, Tex. 

With the headline “Fair or Un- 
What Do You Think?”, the) 
Skinner advertisement appealed to 
consumers with the statement, ‘In 
comparison with this largest food 
the world, we are 
potatoes. Can  this| 

Foods Corporation 
our name, ‘Raisin - BRAN,’ 
without our consent? We don’t 
think so, but we are going to have 


small 


rights.” A footnote to grocers | 
said, “Do not blame your General 
Foods or Post Cereal salesman. He | 
is merely carrying out orders from 
top men in his corporation.” 


| tary, 


Introduced Jan. 1 


E. M. Skinner, executive vice- 
president of the Omaha firm, ex- 
plained, “‘We are running this ad- 
vertisement because we do not want 
the trade and the public to think 
we are acquiescing in the act of 
General Foods.” He stated that 
“Raisin-BRAN” has _ its 
most intensive distribution in the 


|Southern territory in which Gen- | 


| eral Foods introduced its new prod- 
| uct approximately Jan. 1. 


John S. Prescott, vice-president 
and chief counsel for General 
Foods, indicated that his company’s 


formal answer, to be filed early 
next week, would be based on the 
position that the term “raisin bran” 
is a mere descriptive designation, 
not susceptible to exclusive appro- 
priation by any manufacturer or 
distributor, and that neither Skin- 
ner Mfg. Company, General Foods 
Corporation, nor anyone else has 
the exclusive rights to such a de- 
scriptive term. 

“The term ‘raisin bran’ 
our product,” said Mr. Prescott. 
“The name ‘Post's,’ on the other 
hand, is our exclusive trademark by 
which we differentiate between 
‘Post’s Raisin Bran’ and any other 
so-called Raisin Bran on the mar- 
ket.” 

The Post’s product is a ready-to- 


describes 


'tising Club of 


| president, Gladys 


| vice - president, 


ro - * ee . ¢ re py i ote. An: J 
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contracts involving those agencies | costs. Manufacturers who accepted | advertising expenses may have dif- 


APPEAL To CONSUMERS 


Peis or Unfair? 


What Do You Think? 


You may be familiar with 
the registered brand trade- 
marked name of « product we 
sell, Reisin-BRAN It iso 
different kind of cereal which 
was originated and first placed 
on the market by us. “Raisin- 
BRAN is whoie wheat flakes 
and raisins. with bran and salt 
added We have end: dto 
cover the trademark in every 


est cereal sales growth im +. 
industry Thet is possible uns. 
the principles of fair play rh ., 
have built America We... 
fighting s greet World w,, 
to preserve our Amer con 
system 


Can this giant Ceneral tog, 
Corp USE OUT rem 
Raisin-BRAN  withour ou 
consent? We don't think so 
but we are going to here to 
spend a lot of money to 6 /eng 
our rights 


Do you think this action of 
Ceneral Foods Corpors! on 
fair? 


state laws 


Ceneral Foods Corporation 
through its Post Cereals divi- 
sion. has appropriated this 
trade name Raisin-BRAN 
They didn t ask us. didn't warn 
us — they just started using it 
TO CROCERS—Do oo 
blame your Cene si 
Foods or Post Ceres! 
salesman. He is merely 


In comparison with this 
largest food corporation in the 
world we are fairly small pote- 
toes However because of our carrying out orders fom 
excellent product we believe top men in his corpors. 
we have been making the fast- tron 


SKINNER MFC CO. OMAHA NEBR 
Skinner Mfg. Co. used this 1,000-line 
copy in the News-Tribune, Waco, Tex., 
last week shortly before filing suit against 
General Foods Sales Co. and. winning 
a temporary restraining order against its 
use of the trademark, Raisin Bran, for 
a cereal similar to one Skinner claims to 
have marketed since 1925. 


bran flakes, other parts of wheat, 
raisins, sweetening, salt, and vita- 
min B, added. The words “Post's 
Raisin Bran” dominate the package, 


|receiving equal display. 


Karen Fladoes Heads 
Chicago Women’s Club 


Karen Fladoes, home 
director of Peoples Gas 
Coke Company, 
has been elected 
president of the 
Women’s Adver- 


economics 


Light & 


* 


Chicago. 
Other 
are: first 


officers 
vice- 


Prairie 
second 


Blair, 
Farmer; 


Esther Huse, 
Spiegel, Inc.; re- 
cording secre- 
Ruth Wil- 
liams, Wesson 
Oil & Snowdrift Sales Company: 
corresponding secretary, Margaret 
Richey, Sears, Roebuck & (Co.; 
treasurer, Kathryn Hogan, Fulton, 
Horne, Morrissey Company; and 
historian, Berenice Mohlman, Moh!- 
man Flowers. Committee chairmen 


Karen Fladoes 


are: membership, Marion Schmidt: 
program, Leone Heuer; publicity, 
Grace Hammill; social, Mari Floto; 


and 


vocational, Mildred R. Webster 
|finance, Dorothy Ledgerwood. 


Alexander Rogers Named 
Libby Ad Manager 


Alexander Rogers has 
named advertising manage! 
Libby, McNeill & Libby to succeed 


been 
of 


J. R. Collins, who is now in the Air 
Corps. ; 
Mr. Rogers has been connectec 


with the company for 12 yea) and 
for the last four has been siles 
promotion manager. 


Kellogg Patterson Resigns 


Kellogg M. Patterson, w! 
served the Cincinnati Times-Star 
Western manager, with headquar- 
ters in Chicago, since 1920, ! re- 
signed and will be succeeded 2! 
Fred D. Burns, who has bee! 
mobile and travel editor of 
Times-Star for many years. ™! 
Patterson came to the pub! i 
direct from the Army, where 'i¢ ¢- 
rected a newspaper at Cam) 
Ark., and subsequently handled re- 
cruiting publicity for the adjutan’ 
general's office. 


eat breakfast cereal consisting of 
“Ask your 

Agency 

to ask the J 

COLONEL > 


"eA THE 


> FREE 


KMA 


EARL MAY STATION 


THE MAIL STATION 
5000— 1000 WATTS * BLUE NETWORK 


SHENANDOAH, IOWA 


& PETERS, INC. 
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BUSINESS AS |Uf)\\{-USUAL 


> Many a suburbanite will be digging for 
Victory this summer, raising peas instead 
of petunias, lettuce instead of lilies. 

Buyers of advertising space have got 
to do a little digging, too, getting to the 
roots of media merits in today’s changed 
world. 

For advertising has less goods and more 
ideas to sell—industry’s story today is best 
told to men and women with the intelli- 
gence and interest to appreciate the 


p. &. Newsweek offers more readers in business, 
industry and government, per advertising dollar, than 
any other magazine. A large statement? Let us prove it! 


“all out for Victory” efforts of industry — 
and to men who will guide our post-war 
prosperity. 

Such an audience is found in Newsweek 
—a compact concentrated group of busi- 
ness and industrial executives, and men 
on the way up, who are producing the 
orders for victory today—will give the 
orders tomorrow. 

Nor is it surprising that Newsweek 
should be a magnet for such men. Its edito- 


rial pattern is cut to fit their needs, to give 
them understanding of today’s world...and 
a preview of tomorrow’s. 

Which helps explain why a recent check 
of 100 companies engaged in war work 
revealed that Newsweek has an average of 
22.7 officials and executives reading it in 
each company. 

And most of them echo Alfred P. Sloan’s 
sentiments, when he writes “I am a con- 
sistent and persistent reader.” 
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Radio Testimony 
in FCC Hearing 


Hough, Judge Thomas D. Thacher, 
chief counsel, and Sydney M. Kaye, 
associate counsel. Clear Channel 
Broadcasting Service was repre- 
sented by Director Victor Sholis. 


far as FCC’s right to take action 
against newspapers is concerned, 
but they added that they would 
welcome the inclusion in any new 
law to be drafted of a clause ex- 


Mr. Hough also discussed the so- 
called “one-one” communities in 
which there is a single station con- 
‘trolled by the single newspaper, 

| showing that there are only 74 such 


JOINT APPEAL 


The committee found to its sur- pressly forbidding discrimination) communities, most of them small COAL IN THE B) 
prise through Mr. Kaye’s remarks, against any class or group. and unable to support another sta- WILL HELP US : 
. that the proposed ban on newspaper Whittle Sewn Sieuses |tion or paper. US Win 
ears omp efion participation in radio is already a we Se Judge Thacher discussed legal «se = 
partially effective since for more Mr. Hough added that one good | points, quoting the Supreme Court’s Fyne bn wt he bere cine stn 


te yee + owes prices |: game te ge 


Washington, D. C., May 22.—Ra- Yow Com aun 4888 708 1 oor 
dio’s case against the Federal Com- 
munications Commission was vir- 
tually completed this week as 
representatives of newspaper-con- 
trolled and clear channel stations 
took the witness stand before the 
House interstate commerce commit- 
tee to air their grievances. 
Testimony was given by three 
spokesmen for the Newspaper-Ra- 
dio Committee: Chairman Harold V. 


than a year FCC has been consign- 
ing to the “pending” file all appli- 
cations for new facilities sought by 
press interests. 

Mr. Hough, Fort Worth Star-Tele- 
gram official, claimed newspapers 
seek no special privileges but op- 
pose being discriminated against in 
radio by virtue of their press con- 
nection. Both he and Judge That- 
cher expressed the view that the 
law is now abundantly clear inso- 


arising from the hearings is the| unanimous decision in the Sanders 
clearing of the mystery surrounding | Brothers case in which it was ruled 
the number of newspaper-controlled | “the broadcasting field is open to 
stations now licensed. FCC original any one” and citing an opinion by 
claims of 298 in this group have| Hampson Gary when he was FCC 
been cut to 201 out of the 801 com- general counsel that FCC cannot 
|mercial. outlets in the nation, and deny a license to an otherwise 
fanother 32 might properly be/| qualified applicant by reason of a 
stricken since they are located in| newspaper affiliation. 

different communities from the | The question of clear channel 
newspapers affiliated with them.|stations was thoroughly explored 
_Thus the total should be 169. ‘during Mr. Sholis’ two-hour stay 


a" 


Des Moines, la., coal companies jcined 
in this recent full-page message in the 
Register and Tribune asking consumers 
to comply with government requests that 
next winter's fuel be ordered now. 


on the stand. His group- includes 
all but one of the 17 independently- 
owned clear channel outlets. He 
_took no position on the Sanders bill 
/under discussion, but asked that 
FCC give assurance that it will 
| make a thorough study of the prob- 
lem of presenting “any further de- 
|teriorating of rural radio service.” 
He said clear channel broadcasters 
/are prepared to accept such assur- 
|ances from FCC and thus remove 
| the need for new legislation. 
FCC, scheduled to start presenta- 
| tion of its case before the commit- 
tee today in opposition to proposed 
legislative changes, obtained a post- 
ponement. Hearings will be re- 
/sumed in about two weeks. 


Robinson Returns to 
‘Advertising Age’ Staff 


Irwin Robinson, who took a leave 
of absence from ADVERTISING AGE in 
| February to handle a special public 
relations assignment for the Office 
of Inter - American Affairs, has re- 
turned as executive editor, with 
| headquarters in New York. 
| Hal Burnett, who succeeded Mr. 
| Robinson as managing editor in the 
|New York office, will continue in 
_that post. John B. Miller, associate 
|editor, has been named desk editor, 
| with headquarters in Chicago. The 
| remainder of the editorial staff in 
| New York, Chicago and Washington 
|continues unchanged. 


Pan American to J-W-T 


J. Walter Thompson Company 
has been appointed general adver- 
tising agency for Pan American 
Airways. Although first J-W-T ad- 
vertising plans have not been com- 
pleted, it is understood that future 
advertising will be of an _ institu- 
tional character and in the nature 
of reports to the American people 
on the wartime operation of the 
international air service. 


| Sanger Adds Account 


J-B-T Instruments, Inc., New Ha- 
ven, has appointed Alan B. Sange. 
|New York, to direct advertising 


VICTORY HARVEST! 


It has already started in the South. As the sun — problems of working and living that its pages con- 


climbs in the heavens, it will sweep northward in stitute such a powerful force—a force to move 


a roaring crescendo of sweat and dust from Amer- mountains of merchandise or millions of minds. 


ica’s millions of embattled farms. Grains, and meat, 


and eggs, and fats, and fibres, and oils—in record- 


PROVED SELLING POWER 


shattering volume—this Victor rv wi 
& y Harvest ill be “Farm Journal advertising helps our business with old customers and 


9 s brings in new ones. We know this becouse they tell us where f — 
the farmer’s challenge of free enterprise to the tas wae Ge on” . dence dee 
‘ ‘ F P Michigan Retailer* 
whip-driven forces of dictatorship. | | 
a “me, it . habit to read Farm Journal ads. If they convince me, age 
‘ . Pi they’ lo the same to my customers. Mass displays with corre- i” 
FARM JOURNAL is proud to guide America’s sponding ads at the top shoot purchases to 3 times normal.” More Cove 
, , , : e 
free farmers in this mammoth battle of production. dollar wn th 


“My newspaper ads pull 75 to 100% more business when they 


With the vitally important timeliness made possible feature products advertised in Farm Journol 


ES by FARM JOURNAL’S exclusive 4-days-from-editor- 
_ to-reader publishing schedule, it is keeping Agricul- 


Kansos Super-market* | 
Pennsylvania Dealer* | 
| 


*Name on request. 


FARM | 


tural America informed, rallying the confused, 
encouraging the short-handed, building team work 
—speeding Victory. 


JOURNAL 
ane pecmend Wife 


oo 


» ae 


It is because rural America knows it can depend 


upon FARM JOURNAL for proper guidance in the MASTER KEY TO THE RURAL MARKET 


980KC 


OVER 2,600,000 .... OVERWHELMINGLY AMERICA’S LARGEST RURAL MAGAZINE 
Basic N B C Blue 


. ‘i . : | 
: An H. C. Wilder Station 
| Represented by Raymer 
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Cyrus McCormick, “crazy inventor,” 
tried to sell a mechanical reaper and was 
laughed at... until he came to Chicago at 

ve . . ° . ° 
io the age of thirty-six; built a world wide 
os business by the time he was fifty. 
"e- Philip Armour, upstate New Yorker 
ith os ‘ , 
and commission merchant in Milwaukee, 
~ started a packing business in Chicago, made 
in fresh meat available to millions; turned an 
ate : , , ‘ 
or, idea into a major industry. 
‘h : : . 
2 George Pullman, cabinet maker from 
ton Brockton, N. Y., tried business in Chicago 
at the age of twenty-four, built the first 
sleeping cars in 1858, left.a great fortune, a 
iny ° . ° 
er- town, and a railroad car named after him, 
ean 
ad- — 
m- ~ me Wy is 
ure > 
tu- -\ 
ure Mai 
ple 
the 
Louis Sullivan, Boston born, architect 
oa in Chicago at the age of nineteen, conceived 
and built the first skyscrapers, gave the 
world functional architecture. 

Milton Rainey Harper, twenty-five 
year old scholar of languages, came to 
Chicago as president of a struggling prairie 
college; found opportunity and means to 
make the University of Chicago. 

Marshall Field, twenty-two year old 
clerk from Conway, Mass., first worked in 
Chicago for $400 a year in a dry goods 
store; and nine years later became the 
proprietor of one of the world’s great stores. 

KC 


ee : 
Newcomers to Chicago... 


Joseph Medill, Cleveland journalist, 


born in Canada, at thirty-three came to 


Chicago as editor of a small newspaper; and 
in a few years made the Chicago Tribune. 

James Keeley, English born tramp 
reporter, arrived in Chicago in 1889; and 
within a few years, was the Tribune's second 
great editor, shaped the modern newspaper. 

Gustavus Swift, thirty-six year old 
native of Sandwich, Mass., came to Chicago 
in 1875; first shipped dressed beef in a 
refrigerator car in 1877; became meat 
provisioner to the world, 

A. Montgomery Ward, of Chatham, 
N. J., after keeping store in St. Joseph, 
Mich., opened a store in Chicago; soon 


developed the first great mail order house. 


James B. Forgan, born in Scotland in 
1852, learned banking in Minneapolis, 
came to Chicago as vice president of the 
First National; was president in 1900; 


established the first clearing house system. 


99 


Tur Sun is young, new to Chicago. 
But Chicago has always been good to 
the newcomers, and the young... And 
newcomers made Chicago! 

Chicago doesn’t ask who you are, 


where you come from—but what you can 


do. Performance counts for more in Chicago 
than pocketbook or pedigree. 

The Sun gave Chicago the kind of 
newspaper Chicago had wanted so much, 
for so long; gives Chicago more news, 
unbiased new 3; honestly reported; keeps its 
editorials out of the news columns; helps 
Chicago start and spend the day better. 

For what it is, and what it is doing... . 
The Sun has been enthusiastically accepted 
in Chicago, strongly supported. ... reaches 
enough people, and enough of the best 
people, to make it a major medium in a 
major national market, 

And the hundreds of thousands of 
families who have already made The Sun 
a strong force in Chicago—-can do a lot 
for anything they want or like! Your 
products, for instance. 

A newspaper people like can do a 
better job as an advertising medium. Get 


in The Sun and start to go in Chicago! 


HE CHICAGO SUN ff 


THE BRANHAM COMPANY, National Advertising Representatives 


Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los 


Angeles, Memphis, New York, St. Louis, San Francisco, Seattle 
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Four A's Discuss 
Advertising s War 
Role at Skytop 


Skytop, Pa., May 20.—Increasing 
alertness to advertising’s social re- 
sponsibilities and wartime service 
opportunities dominated the annual 
convention of the American Asso- 
ciation of Advertising Agencies, 
concluded here yesterday. 

One of the most spirited meetings 
of the Four A’s in recent years, 


| Geyer, vice-president of the associa- | care and conservation of old prod- 


|director of Pedlar & Ryan, 


the | 


convention departed from tradition | 


in that it was a “strictly business”’ 
conference, with no sports events, 
no annual banquet, 
and no business paper reporters. 
The association keyed its two-day 
sessions to its principal theme, “The 
Place of Advertising in a War Time 
Economy,” and to the vital interests 
of its members, by polling them in 
advance to select the topics of most 


| tion and president of Geyer, Cornell | 


\& Newell. | 


Earl Robinson, research | 
outlined | 
a background of statistical material | 
on the “War Influence on Adver- 
tising Copy,” discussion following on 
what advertising should do to meet 
any changes of attitude due to) 
present conditions. 

The members found an “area of | 
general agreement” in the thesis 
that any attempt to use institutional | 
advertising as other than a con-| 
sumer or public service factor would | 
not be effective in maintaining or 
building up goodwill. 

Another prevailing attitude was | 
that business should not hesitate to} 
do a constructive job of informative 
advertising or of urging the public | 


|to cooperate with war measures de- 


no media guests | 


sired by the government as a means | 
of conserving its own goodwill 
when not in conflict with war effort. 


Discuss Media Aid 
At Monday evening’s session the 
agency men discussed the need for 
aiding media in meeting new con-| 


importance. 


Talk Institutional Copy 


ditions by ingenious and economic 
devices, and by preserving effective | 


appeals. Speakers outlined the) 
The oft-debated subject of insti-| importance of sustained wartime} 
tutional advertising received con-| advertising in affecting public | 


siderable review in the opening ses- | morale, keeping consumers informed 


sion of the meet, conducted by E. B. |of new products and_ substitutes, | 


j}and August. 


ucts, and the reduction of business 
dislocation. It was felt that while 
every commercial effort could yield 
to military need, healthy American 
business is indispensable to the) 
latter as a solid economic and finan- | 
cial support for maximum war ef- 
fort. Also discussed was the possi- 


| bility of agencies undertaking new | 


services to business, and_ their 


|obligation to maintain the flow of 


advertising in so far as is consistent 
with the demands of the war. 
The group stressed advertising’s 
| unusual opportunity for 
its constructive service to the public 
by being more informative about its 
needs. The necessity of subordi- 


nating selfish commercial interest to | 


public service was emphasized. 


After hearing reports by Chester | named for a one- 


|J. LaRoche, chairman, and Dr. ' 
| Miller McClintock, executive direc- 
tor, of the Advertising Council on 
Tuesday, the Four A’s unanimously 
endorsed the council’s work. 


Ads to Feature Paintings 


Minnesota Valley Canning Com- 
pany will run a series of summer 
advertisements featuring original 
|paintings by outstanding American 
artists, beginning June 5 in Life 
and continuing through June, July 
Leo Burnett Company, 


Chicago, is the agency. 


FIRST with WOMEN........ 


Houston retailers selling women’s clothing 
know The Chronicle has the woman reader 
interest in Houston. They proved it again 
during the first quarter of this year by 
placing 412 times more of their advertising 
in The Chronicle than in the second Hous- 
ton paper and 8'2 times more in The 


Chronicle than in the third Houston paper. 


FIRST with MEN, too 


Men's clothing stores, too, put 40.8% more 


of their advertising in The Chronicle than 
in the second Houston paper and 84.0% 
more in The Chronicle than in the third 
Houston paper, during the first quarter of 
this year. 


123.3% more than the third Houston newspaper. 


consecutive years. 


SOURCE: MEDIA RECORDS 


FIRST in EVERY major classification of advertising 


Durine the first quarter of this year, The Chronicle published 46.5 % 
more Retail Display Advertising than the second Houston newspaper and 
The Chronicle’s leadership in 
every other major classification of advertising was as great, or greater. In Total Advertising 
The Chronicle led the second Houston paper by 1,173,426 lines, or 59.1%, and the third 

Houston paper by 1,935,189 lines, or 158.0% ... But this leadership is nothing new. 

The Chronicle has been first in Houston in Advertising and Circulation for 29 


THE HOUSTON CHRONICLE 


First in Circulation and Advertising for 29 Consecutive Years 


R. W. McCARTHY 
National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


increasing | 


|} aging Director 


Reydel Elected — Only Wealthy 
Board Chairman at Need Take Note- 
Four A’s Meeting This Is for Them 


Skytop, Pa. May 19.—William |New York, May 21.—One of W || 
Reydel, partner in Newell-Emmett Street’s most staid brokerage houses 
Company, New broke a 38-year tradition this week. 


The firm, E. F. Hutton & (5, 
placed a full page in Time, first .q- 
vertising in its history, to smoke yt 
an elusive type of client, the man 
who is worth $100,000 or more, the 


York, was elec- 
ted chairman of. 
the board of the 
American Asso- 
ciation of Adver- 


tising Agencies, man who is worried about pres ry. 

at the Four A’s| ing his fortune in wartime. 

25th annual, Copy theme, “How can a ‘nan 

meeting held| worth $100,000 think his way 

here yesterday through the next few years?” was 

and today. selected through  pre-public ‘tion 
Other officers | testing of nine dummy adve? ‘ise. 


| ments, with nine different head) inex 


William Reydel year term in-| Unique angle is that more then 75 
clude Thomas) large investors, typical of Huttop 

D’Arcy Brophy, president of Ken- | clients, each individually vy orth 
yon & Eckhardt, New York,| more than $100,000 and some mij- 


vice-president; J. J. Hartigan, vieo- | Honatres, voted for their fav orite 


president, Campbell-Ewald Com- _ appeals in personal interview. ar. 
pany, Detroit, secretary; and E. ranged in their own offices. ‘opy 
DeWitt Hill, vice-president, Mc-|in Time incorporates the apvpeals 
Cann-Erickson, New York, re-|that scored highest. Executives of 


elected treasurer. Harry A. Berk, Inc., Hutton a 
President John Benson, elected in| tising agency, conducted the 
1940 for a four-year term, and Man- | views. 
Frederic R. Gamble 
continue in office. 
Members of the executive board Beverage Makers Merge 


include the above officers and the Associated Bottlers, Ltd., has 


iver- 
nter- 


een 
following members-at-large: Rich- formed to carry out an amalgama- 
ard Compton, president, Compton tion of bottling concerns throughout 
| Advertising, Inc., New York; Ches- Canada. The eventual aim of the 
ter J. LaRoche, chairman of the | 0'8@nization is to build a strong na- 
‘board, Young & Rubicam, New “onal company with operating 
‘York; Guy C. Smith, executive plants located in the principal popu- 


lation centers, and to serve 
populous areas by franchising inde- 


ess 


| vice-president, Brooke, Smith, 
French & Dorrance, Detroit; Henry pendent bottlers. 

|M. Stevens, vice-president, J. Wal-| Already linked with the new com- 
ter Thompson Company, New York;| pany are Orange Crush, O’Keefe’s 
John F. Whedon, executive vice-| Beverages and Evangeline Be: 
president, Lord & Thomas, Chicago; ages, Toronto. An agreement 
Ernest ¥. Alley, partner, Alley & Charles E. Hires Company, Phila- 
Richards Company, Boston; A. L. delphia, will provide for the bottl- 


= : ing and distributing of its product 
Billingsley, president, Fuller & h gett “a 
ih & tam Glevelead: Leo throughout Canada. E. P. Taylor, 


ver- 


with 


. president of Canadian Breweries 
Burnett, president, Leo Burnett and of Orange Crush, Ltd., has been 
Company, Chicago; and Atherton named president of the new con- 
W. Hobler, president, Benton &/cern. 
Bowles, New York. 


Members to represent councils, | Pg Whipple & Black 


elected for one-year terms, include: | 


New York Council, H. D. Williams, | Richland Furs, Inc., ‘Blisstield, 
vice-president, Erwin, Wasey & Co., aoa b —— Whipple & 
New York; New England Council, troit as is aneaee ompany, De- 
Harold Cabot, president, Harold asim iia: i 
Cabot & Co., Boston; Atlantic sama 
Council, M. E. Goldman, partner, Wiig Heads Adclub 
Aitkin-Kynett Company, Philadel. G 

enh = , unnar O, Wiig, manager of Sta- 
phia; Central Council, R. J. Scott, tion WHEC. has been elected presi- 
partner, Schwimmer & Scott, Chi-| gent of the Rochester, N. Y.. Ad- 
cago; and Pacific Council, Dan B.) yertising Club. 
|Miner, president, Dan B. Miner aa 
Company, Los Angeles. 

sali aa atta Truck Use Prohibited 
The Canadian Wartime Prices 


Chattanooga Papers 
Form Joint Unit 
| The Chattanooga Publishing Com- 


and Trade Board has prohibited the 
use of trucks for advertising pur- 
poses in any form. 


|pany has been organized by the 
publishers of the Chattanooga Times 
and the Chattanooga News-Free 
Press to handle jointly the adver- 
|tising and circulation operations of 
ithe two newspapers. Editorial de- 
|partments will continue’ entirely 
separately. 

At the same time the new unit 
was set up announcement was made 
of the discontinuation of the Times’ 
evening editions and the News- 
Free Press’ Sunday editions. Here- 
after the Times will appear week- 
days and Sundays, while the 
News-Free Press will be published 
each weekday afternoon. Adolph 
Shelby Ochs was named chairman 
of the board of Chattanooga Pub- 
lishing Company; Roy McDonald, 
president; Godfrey N. Nelson, vice- 
president; Everett Allen, secretary; 
and John M. Adams, treasurer. 


Chicago and New York 


Publishing Firms Merge 


Ziff-Davis Publishing 
Chicago, and the Alliance Book 
Corporation, New York, have 
merged. William B. Ziff is chair- 
man of the board of the new com- 
bined company, H. G. Koppell, for- 
merly president of Alliance, will be 
president, and B. G. Davis will be 
vice-president and editorial direc- 
tor. 

New York and Chicago offices 
will be maintained, with Chicago 
ffices at 540 N. Michigan avenue. 
Ziff-Davis is the publisher of 
Amazing Stories, Fantastic Adven- 


Company, 


PHOTOS 


“a 
" | 


tures, Flying, Popular Photography, AGO 
Radio News and Little Technical 485 5. WABASH AVE. Cam 
Library. 
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‘Don Khaki’ and 
Fight for Business, 
Rukeyser Advises 


New York, May 20.—America’s 
advertising and merchandising en- 
ergy must “don khaki” to preserve 
the free enterprise system or we 
will “win the war and lose the 
peace,” in the opinion of Merryle 
Stanley Rukeyser. Mr. Rukeyser, 


economic commentator of the New| 


York Journal - American, was the 
principal speaker at the 20th anni- 
versary meeting of the Better Busi- 
ness Bureau of New York City, held 
at the Advertising Club here today. 


Warning business that the great | 


American liberties, economic, social, 
religious and political, cannot be 


safeguarded for post-victory years | 


by continuing the “defeatist retreat 
from demogoguery” of the past 
dozen years, Mr. Rukeyser pro- 
posed that companies which cannot 
offer their regular products for sale 
to consumers should “sell the 
American people more enthusiasm 
for the American business system in 
war or in peace.” 

“Men in American industry, busi- 
ness and finance have shown un- 
paralleled genius in making and 
distributing more and better goods,” 
he emphasized, “but they have 
muffed the collateral job of making 
the public aware of the social use- 
fulness of business companies. They 
have failed to sell the business and 
the business system as well as the 
product. 

“Institutional advertising of au- 
thentic economic concepts will not 
only help individual corporations, 
but the cumulative effect of many 
such efforts will create a new sym- 
phony of popular understanding of 
what makes the wheels go round 
in American economic life. Thus, 
after victory, when there should 
be a reversal of wartime restric- 
tions, which are needed now, a body 
of public opinion will have been 
developed to demand the change.” 


Keep “Intangible Assets” 


Showing how constructive adver- 
tising can benefit the public, the 
U. S. Treasury and other taxing 
bodies, as well as promote the war 
effort, Mr. Rukeyser suggested that 
companies engaged in war work 
should concentrate on selling cor- 
porate prestige, economic under- 
standing, and business goodwill. 

“Such campaigns will enable com- 
panies now in Khaki to conserve 
some of their intangible assets in 
customer loyalty and brand accept- 
ance which might otherwise be dis- 
sipated during the blackout of nor- 
mal business contacts with regular 
civilian customers,” he continued. 

“The time for businessmen to do 
their explaining is now while labor 
is occupied, and in a mood to give 
fair-minded consideration to un- 
biased factual data. To wait until 
post-war emotional crises have de- 
veloped and men have been thrown 


SPOT BROADCASTING 


permits spot budgeting 
to fit each market's volume! 


/ 
More money for 7 
the HOT SPOTS *s 
. pamper et wetter. . S “ey 
‘ 
‘ 
—_ ee tee ote | 
Nothing wasted on 
the DEAD SPOTS 


Special attention for 
PROBLEM SPOTS 
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‘ 
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Le) & COMPANY 


e7 NATIONAL STATION 


REPRESENTATIVES 


OF 50 Me FORE SETeOR fT LOU LAN FRAMORCO . 10s amceues 
Ss 


out of jobs in armament plants to. 


talk revealingly to the public will 
be too late. Such ill-timed repre- 
sentations after the event will be 
discounted as purely defensive. 
“We must start now to interpret 
the productive forces of the nation, 


ally, so that public opinion will un- 
derstand the sources of more and 
better goods, from which better liv- 
ing flows, and then be ready to take 
the steps in the selection of public 


of the Better Business Bureau of 
New York City, outlined six new 
/wartime functions of the bureau in 
cooperating with various govern- 
/ment agencies and projects. 
seiiidebenine 

| 


simply, interestingly and pallens | Screen-O-Matic 


| Martin D. Seiler, formerly pro- 
| duction manager and account ex- 
ecutive for Harry Serwer Advertis- 
ing, has joined Screen-O-Matic 


Company, New York, in an execu- | 


‘tive and sales capacity. 


officials, in the passage of laws, and | 


in the pressure of public opinion 
on commissions and bureaus which 


are desirable and necessary to ac-| 


celerate civilian production and 
make jobs after the war has been 
won.” 


H. Boardman Spalding, president 


Bond Begins Ad Drive 

General Baking Company, Phila- 
delphia, recently released an adver- 
tising campaign in Pennsylvania for 
Bond bread. Newspapers and radio 
spots will be used. Ivey & Elling- 
ton, Inc., is the agency. 


Higgins Promoted 
| Carnegie-Illinois Steel 


tion, Pittsburgh, has appointed 
George A. Higgins manager of sales 


of the bar strip and semi-finished | 


division to succeed L. B. Worthing- 
ton, who recently was elected vice- 
president of Scully Steel Products 
Company, Chicago. 


Lyon Adds Account 

Paul Sayres, New York food 
|broker and merchandiser, has ap- 
|pointed S. Duane Lyon, New York, 
to direct advertising. 


Young Appoints Minkler 

William A. Minkler has been ap- 
pointed sales manager of the catalog 
products division of Young Radia- 
tor Company, Racine, Wis. 


‘McAusland Joins Cramp 


Corpora- 


J. R. McAusland, formerly adver- 


|tising manager of Waverly Petro- 


leum Products Company, has joined 
the procurement division of Cramp 
Shipbuilding Company, Philadel- 
phia. 


Deutsch & Shea Appointed 


Rich Art Color Corporation, New 
York, has named Deutsch & Shea 
Advertising Agency to direct adver- 
tising for its artists’ supplies and 
materials. 


Smith to White Labs 


Melville H. Smith, Jr., formerly 
account executive with N. W. Ayer 
& Son, Philadelphia, has joined 
White Laboratories, Newark, as as- 
sistant advertising manager. 


o> 


people whose 


BULLETIN 


> 


Aircraft Company 
is using 

The New Yorker 
to sell the 


other people copy. 


And so are, among others: 


AmerRICAN TEL. & TEL. 
Bank or New York 
Bauscu & Loms Optica. Co. 
BoeEING AIRPLANE COMPANY 


Capittac Moror Car Division, 
GENERAL Morors Corp. 


De Beers ConsoLtipATeD Mines 


Lapies’ Home Journat 
Lire MAGAZINE 
LocKHEED Arrcrari Corp, 
R. H. Macy & Company 
Gienn L. Martin Co, 
New York Centra 
Peek Frean & Co., Lv. 


PENNSYLVANIA RAILROAD 


Puitco Corporation 
U.S. Navy Recrvuitinc Bureau 
VuLree Arrcrart, Inc. 


Waco Arrcrarr ComMPANY 


The Solar : as, 


ideas 


- 


Huntiey & PALmMers 


Jounson Suture Corporation 


PHILADELPHIA EVENING ; ‘a4 Ni 
country who mould public opinion. Advertising in 


4 iy = 
SAN DIEGO, CALIFORNIA 


es % or 
att + 


ESTABLISHED 1927 


PHILADELPHIA, PENNA 


i ~ strategy of selling the people at the top— 
the people who mould public opinion in the 
nation—is more important today than ever before. 
And more and more industries are using the 
pages of THE NEW YORKER to tell these people of 
the work they are doing during the war. This is 
logical because THE NEW YORKER is one magazine 


that is read closely by the men and women of the 


THE NEW YORKER reaches these key people at the 
top—people who must be reached to maintain and 
preserve the reputations which these industries 


have painstakingly built through so many years. 


THE 


NEW YORKER 


No. 25 WEST 4320 STREET 
NEW YORK, N. Y. 
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‘Red Ryder’ Replaces 
‘Lone Ranger’ on MBS 


“Red Ryder,’ cowboy character 
well-known for his fighting exploits 
in newspaper comic strips, movie 
serials and boys’ books, has become 
a regular feature on the Mutual net- 
work Mondays, Wednesdays and 
Fridays at 7:30 p. m., EWT. 

The new _ sustaining program, 
with music supplied by Robert 
Armbruster and his orchestra, origi- 
nates from Station KHJ, Los An- 
geles, and replaces General Mills’ 
“Lone Ranger” which recently 
shifted to the Blue Network. 


Rosendahl Promoted 

Maurice S. Rosendahl, 
manager of W. L. Douglas Shoe 
Company, Brockton, Mass., has been 
appointed executive in charge of 
operations of all company-owned 
stores. 


district | 


ADVERTISING 
AGENCY 
EXECUTIVES 


who, due to present condi- 
tions, are unable to give their 
accounts the service required, 


will find our facilities ample to 
provide complete agency serv- 
ice. Ours is a long established, 
financially sound agency, with 
four well equipped nationally 
located offices, each staffed 
with personnel of proven abil- 
ity. Fine reputation and long 
experience enable us to offer 
maximum cooperation. Our 
men know of this advertise- 
ment. Write in full confidence. 


Box 3681, Advertising Age, 


| campaign begins on June 3, 


Chicago, III. 


Huge Campaign 
Mapped for New 
York Bond Drive 


All Media to Be Used 
in Efforts to Reach 
Pledge Goal 


New York, May 21.—One of the} 
largest concentrated paid advertis- | 
ing campaigns ever run in one met- 
ropolitan marketing area will form 


'trend caused by increased buying | 
| power and a decrease in consumer | 
| goods. 
| Members of the committee guid- | 
ling the campaign include John 
| Anderson, treasurer, McCann-Erick- 
|son; Herman L. Brooks, president, 
Coty, Inc.; 4! Brown, advertising 
'director, Best Foods; William H. 
| Howard, executive vice-president, 
R. H. Macy & Co.; Thomas M. 
Keresey, Ivey & Ellington; Stuart 
| Peabody, advertising director, The. 
Borden Company; William Robin- 
son, advertising director, the New 
York Herald Tribune; and Walter 
J. Weir, vice-president of Lord & 
Thomas. Assisting Mr. Weir in the 
preparation of copy and layout for 
the campaign are: Ed Cox, Kenyon 
the preliminary barrage for 200,000|& Eckhardt; John Cunningham, 
volunteer Minute Men and Women| Newell-Emmett; Julian Field, Wil- 
who plan to ring every doorbell in| liam Esty & Co.; and Paul Holder, 
Greater New York to secure 1.9 | McCann-Erickson. 

billion dollars in war bond pledges 
in June. 

Companies, labor unions and asso-| Frank D. Gonda, formerly vice- 
ciations, whose names will not ap-| President of the Einson-Freeman 
pear, have already pledged for the | Company; John Schneider of Arthur 
campaign the equivalent of five full| Kudner, Inc.; and James Ryan of 
pages in each of the 13 newspapers | Crowell-Collier Publishing Com- 
in the metropolitan area, plus a full| Pany are acting as advertising di- 


To Use Space Pool 


showing in all available outdoor,| rectors for the War Bond Pledge | . Phage . 
< | effort to explain the priority require- 


transit, and poster media, according Campaign. 
to Samuel D. Fuson, vice-president, | 
Arthur Kudner, Inc., who is serving | sing appropriations, success of the 


‘as director of information for the| Campaign is dependent on the co- 


Treasury's New York War Savings | operation extended by business and 
Staff. Contributions of advertising | Union labor in the organization of a 
space and funds that will nearly | “space pool,” and the various media 
double this total by the time the | themselves, 

are ex- Sa'es managers of more than 20 
pected by the committee of admen|!“rge companies are devoting more 
|who are steering the drive. than a week’s full time to organiz- 
| Radio time and programs will be | ing and training the 200,000 house- 
|contributed voluntarily by  the|tc-house salesmen. The entire sales 


| media, as in other phases of the staffs of Time, Life and Fortune, for | 


—_ Bond drive. 
Use Emotional Appeal 


|example, will devote three full days 


| crews, 

Advertising theme of the ite | ——_—_——. 
paign is basically emotional with To Marin ¢ ’ 4 
full recognition of the other im-| os Publication 


purtant reasons for investing in war acest? Maton se 

bonds—saving for the post-war pe- department, has been named to the 
riod, investment return and the|staff of “The Leatherneck.” U. S 
urgency of fighting the inflationary | Marines’ publication. 


COAST-TO-COAST 


‘Saturday Evening 
~-« Post’ Revamps 
2 ‘Typographic Style 


Philadelphia, May 20.—The Sa; 
|urday Evening Post will take t} 
| biggest stride in its program of ed - 
| torial streamlining in its May 
issue, out next Wednesday, whe» 
‘it will drop its historic “Post O 
‘a | style” typography and revamp 
apes i. entire editorial format. 
a" = , ‘ | The new cover logotype, i: 
“ = /hand-lettered modern Roman 1) «. 
one will for the first time feature ‘¢ 
word, “Post” in larger display «- 
iters than the other words in the 


For want of a nail 


tr 


‘i: 


Since the Treasury has no adver- | 
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Sercone Imerica for co years. MONTGOMERY WARD 


This copy appeared in large-space size 
in some 600 newspapers across the coun- 
try as part of Montgomery Ward & Co.'s 


ments to consumers. The "right tools in 
the right hands” panel is an echo of a 
previous Ward advertisement. Continua- 
tion of the series has not been decided. 


'to lining up Brooklyn and Queens | 


Kennedy to Wine Show 


John B. Kennedy, commentator 
for radio and the “News of the Day” 


|newsreel, will broadcast for Grey- 


stone wines starting May 25, over 
a Pennsylvania intrastate network. 
The program will emanate from 
New York on Mondays, Wednesdays 
and Fridays from 6 to 6:10 p. m. 
J. M. Korn & Co., Philadelphia, is 
the agency. 


Andrews Joins CBS 


John Andrews, formerly on the 
sales promotion staff of Liberty, has 
joined the sales promotion depart- 
ment of Columbia Broadcasting 
Company, New York, as assistant 
to George Dunham. 


have stood as a trademark 


magazine’s name. 
The “Post Oldstyle” titles, w vich 


nee 


| the days of Benjamin Franklin, wil] 
'be replaced by headings in many 


|variations of Bodoni Bold, with 


| |sub captions in sans serif Futura. 


| 


| The progressive streamlining of 
'editorial interest and editorial for- 


/mat, which has speeded up «nce 
|Ben Hibbs became editor and !tob- 
'ert Fuoss, managing editor in 


|charge of production, two months 
| ago, will include shortening of edi- 
torial articles and stories, some to 
a single page. 

Feature articles have already 
| been increased from an average of 
\five or six an issue to eight or nine. 
|More illustrations, more _ photo- 
| graphs, more color, and more varied 
| editorial layout will mark future is- 
sues of the magazine. 

A major change, not to be seen 
until the June 6 issue, will be the 
shift of the editorial page from its 
traditional dividing point to a new 
|spot opposite the third cover. 


| 
| 
| 
| 


They're Glad They 
Bought Artkraft Signs 
| 


They bought 


WCCO’'s listeners recently wrote a book. Then they turned around and bought it. 

In the course of 42 weeks listeners submitted 15,000 recipes to WCCO’'s 
famous food program—‘‘Saturday Morning Open House” (Saturdays, 9:15 to 
10:00 a.m.). Out of the 42 first-prize winners WCCO made a cookbook. Then 
the book was offered to these same listeners—at 15 cents per copy. 

A thousand housewives sent in their money after the first announcement. 
Maybe we should have expected it. After all, the latest Samuel Gill study 
shows that “Saturday Morning Open House”’ attracts 47.9°% of the 
sets-in-use in WCCO’s 172 county primary listening area— which 

is more than twice the audience of the next Twin City station. 


Call us or your nearest Radio Sales office, for the complete 


facts ... and figures. 


their own success stories 
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ADVERTISING AGE 


There are two ways to make your advertising do a jam-up job of selling goods... or, equally important 


these wartime days, of keeping customers friendly to whom you have no goods to sell. 

One is to reach them directly as consumers. 

The other is to reach them through their merchants— reach them through the trade. 

The New York Times Magazine does both jobs for you... effectively... profitably...at one low cost. 


Here’s how: every Sunday, as part of The New York Times, this big illustrated news-picture-home magazine 
reaches more than 800,000 families. These families are so responsive to advertising, so profitable to deal with, 


that advertisers make the Sunday Times the biggest Sunday advertising medium in the country. 


Plus this: every week this Magazine gets into important store outlets all over the country. Key merchandising 
executives — buyers whose influence over their local markets is tremendous —read it avidly. A new survey shows 
that they read The New York Times more than any other newspaper... more, in many cases, than they read any 


fashion or household publication. 


Here’s power for you...power that helps you get wherever you're going with your advertising ...and get 


there quickly! One thing's sure — getting full information about it won't hurt. Ask for it today. 


THE NEW YORK TIMES MAGAZINE 
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400 Convene at 
One-Day Session 
of Affiliation 


International Group 
Studies War's Effect 
on Advertising 


By S. R. BERNSTEIN 


Niagara Falls, Ont., May 19.— 
More than 400 members of the 17 
United States and Canadian adver- 
tising and sales clubs which com- 
prise the International Affiliation of 
Sales and Advertising Clubs at- 
tended the one-day streamlined 39th 


here Saturday, crowding a full two- 
days’ program and two hugely suc- 
cessful social events into the single 
day’s sessions. 


was the closely packed afternoon 
program, at which speakers included 
Elon Borton, chairman of the Ad- 
vertising Federation of America; 
Cy Burg, sales manager, Iron Fire- 
man Mfg. Company; Harvey A. An- 
derson, chief, Conservation and 
Substitution Branch, WPB; and 
Frank Ryan and Byrne Sanders of 
the Wartime Prices and Trade 
Board, Ottawa. 

Mr. Burg led off with an inspira- 
tional address, stressing the need 
for postwar planning and for main- 
taining the nucleus of normal busi- 
ness operations, and reporting that 
Iron Fireman, now practically out 
of the home market, had neverthe- 
less considered it sound strategy to 
increase the size of its national ad- 
vertising in order to keep its name 
and its accomplishments before the 
public. 


Urges “Good Publicity” 


Mr. Borton made a strong plea 
for more effective use of the skills 
of advertising in the war effort, and 
his talk is reported in detail else- 
where in this issue. Mr. Anderson 
told the group that dislocations on 
a magnified scale are inevitable, but 
urged that wherever goods or serv- 
ices can be produced without drain- 
ing material or manpower or facili- 
ties vital to the war effort, they be 
produced and sold in the largest 
quantities possible. He read a letter 
he had recently received from an 
associate on the WPB planning 
board which he said indicated that 
organization’s thinking about ad- 
vertising and publicity and its value 
to the war effort. The letter out- 
lined a number of possible methods 
of handling publicity for specific 
government projects, and included 
the sentence: “If we must issue 
orders, let’s prepare the public for 
them by smart advance publicity.” 

Miss Sanders, formerly editor of 
Chatelaine ahd currently director of 
the consumer branch of the War- 
time Prices and Trade Board, pre- 
sented a thought-provoking picture 
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annual convention of the Affiliation | 


Highlight of the business sessions | 
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ip Mrs. Canadian Consumer at war 
and afterward. Beset by the prob- 


poe of priorities, scarcities, and} 


smaller amounts of spendable in- 
come, and encouraged by the gov- 
ernment to shop carefully and 
| wisely, Canadian women will never 
return to the “slaphappy, haphazard 
| buying habits of old,” she warned. 


More Informed Consumers 


Instead, through the development 
/|of women’s groups which filter 
_down through the smallest segments 
‘of the population and which inci- 
dentally help in policing the price 
'control law, Canada is “developing 
a powerful instrument for mutual 
cooperation between retailers and 
consumers and women are getting a 
better idea of retail problems,” with 
the result that close coordination is 


| proving of value to both retailers} informative and helpful if you want | quarters on the other. Such a }).; 


liaje 


and consumers, she said. to avoid such a situation. Remem- son officer would interpret changes 


From here on out, Miss Sanders | ber that women may be led off at! in the consumer outlook, help s) a 
| said, Canadian women are bound to|a tangent as so many consumer | copy themes, talk the consumer. 
be more careful buyers, wiser con- groups have been led in the past. language, learn her fears and ve 


sumers and better customers, check- | They may be inclined to go too far sires, see that she gets more specif 


ing more carefully on quality and|in the opposite direction and be-| answers to her questions, etc. ; 
comparative prices, and demanding | little the very great services which| Frank Ryan of the Wartime P» co. 
- more cr gga label- | advertising has given them.” and Trade Board traced the re: ms 

, and more specific answers to i i "ej : 
their questions about merchandise. Asks Liaison Officer alr “ak out a t - 

“Can advertising go along with; Miss Sanders revealed that a new ing must step cautiously and ms 
/her on this path?”, Miss Sanders | Consumer Information Service has primarily at selling the conce Pe 
asked. “I commend to the power! been set up in Ottawa to act as a| present savings for purchases ‘ “4 
of your persuasion Mrs. Consumer, public relations department with) the war is over. “If too muc! a 
battling on the home front. Will} consumers for all government ac- ing copy for scarce goods and ae 
you encourage her, photograph her, | tivities affecting their welfare, and/ ices appears,” he warned “Co vn 
give her a hand and a lift? If you| advanced the suggestion that a liai-|ers are very likely to dk ae 
don’t, there is the desperate danger! son officer be set up in the Do-| curtailment of such advertis — 
that consumer and industry will) minion capital between advertisers| The Canadian governmen: no: 


take divergent paths and grow more| and manufacturers on the one hand! only knows that advertising can }, 
| Suspicious of each other. Be more! and government consumer head-'a big help in the war effort, but Se 
< ’ 4\ ilds 


—— 
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| % Private Breger first hit the Post 9 months ago on an every- A Private Breger’s private mail box is a story in itself. Dave 


other-week basis. Bingo! He’s now a weekly feature. Pvt. 


Breger is actually cartoonist 


| first shared a box with other men in his company whose 
Dave Breger, first of our “reg- names began with B. Then came the fan-mail flood. The bo* 


ulars” to be called to service. His cartoons are noted for bulged with so many letters for Dave from Post readers. ove" 


their Army background accuracy, and the amazing atten- 80% from women, the other B boys were crowded out! (Pos! 


oo. they get. (Speaking of attention, stores say that’s some- advertisers get letters from Post readers, too... letters that prove 
| thing Post-advertised products get plenty of !) their advertising gets action! ) 
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mplemented this knowledge to the months of operation of the price) which is not institutional in the con- 


I 
t 
tr 


oint where it has become one of | freezing mechanism has been only | ventional sense, but which sells a 
he largest advertisers in the coun- | $2,000,000, he said. The Canadian | fashion idea or a particular floor or 
y. The Dominion has already | subsidy system has served as the | department, rather than a specific 


spent $8,000,000 in advertising, and | model for that adopted by the OPA piece of merchandise. 


can be counted upon to. spend 


in the United States, under which 


“Heretofore ideas have been too 


“many times that much before the | subsidies will be paid in special | often lacking in retail copy,” he 


war is over,” he said. 
Price fixing in Canada he de- | 


cases to producers when a rollback | 


of prices from the retail to the pro- 


said. “It was almost always a ques- 
tion of how many of these dresses 


scribed as almost completely suc-| ducer level makes it impossible for | or shoes or chairs can we sell to- 


cessful, attributing much of its suc- 
cess to the fact that all costs are | 
froven, including wage costs, these | 
being adjusted periodically in line 
with the cost of living index. 
cost of living in Canada has gone) 
up 15 per cent since the beginning | 


the producer to operate. 


Changing Retail Copy 
At the morning session James 


The | Rotto, advertising manager of the) sell a particular idea. 


Hecht Company, 
partment store, 


de- 
“before 


Washington 
unveiled 


morrow. Now we haven't the mer- 
chandise to feature particular items, 
and there is very little opportunity 
for price advertising, so we must 
For example, 
we can’t feature one _ particular 
dress, but we can feature the fact 


of the war, he reported, and wages /|and after” examples of Hecht news- that we have 23,000 dresses in stock; 
have not risen quite that much. Sur-| paper advertising, showing how the we haven't enough of any one chair 
prisingly enough, the total volume |store has turned away from straight! to build an ad around, but we have 
of subsidies which the government| selling copy featuring a particular plenty of chairs to enable us to sell 
has had to pay out during six) price in favor of “idea selling” copy| the idea of shopping on our furni- 


— 


ture floor, etc. 

“The only trouble with this type. 
of idea advertising is that people are 
too much inclined to think of it in 
terms of ‘institutional’ advertising, 
and institutional advertising to most 
store executives means the kind of 


WAR CASUALTY 


IWERICA'S OUTSTANDING BUAERY PACK UGE 
Gor? Worl for Uncle Same 


advertising that never sells any- cota ch ancnatapagetmpstae ptaeesenene 
4 , . ~ A Oe mt Ry tenet See PO OD eee 

thing. That’s not true of our idea 8 evested © CED SUD m Gn Cctery atm Stem 

advertising; in the six or seven V0 WAGER SO80N Cut CORE TO ANY POCKAKE em a.ne = am — me = — ~~ 


weeks we have been using this new 
technique our sales are not only 
way up, but they have shot well 
ahead of the Federal Reserve fig- 
ures for our city.” 

An interesting informal discussion 
of the postwar planning work initi- 
ated by the Buffalo Chamber of 
Commerce and now spreading to 
other cities was reported by Bert H. 
White, Liberty Bank of Buffalo, 
who declared that it not only is 
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LITTLE LULU 


TK... 


The argument of 


t 
ciety was foolish not to face 


A new cartoon character—‘ 


—that 80- 
the play he prob- 


i social dis 
dorsing suffragism meant 


aster 


‘Little Lulu’’—was sprung on 


the readers of the Post 7 years ago. Gifted with the knack 
of doing the wrong thing at the right time, she clicked right 
off the bat. Almost overnight, Lulu was famous. Fan mail 
poured in. ‘“‘We want Lulu every week!” was the cry. They 
got her. (Seems when you put something in the Post—cartoon, 
car or collar—it gets to be a national habit!) 


“Got national distribution in 


of products handled by our 
whenever possible. 


CLOTHING STORE 
RANG THE BELL 


“Observed a number of 
new customers coming 1n- 
to the store, many of whom 
asked to see Post Poll of 
College Style.” 

The Hub, Chicago, 
Henry C. Lytton & Sons 


\- The most-read magazine is the advertiser’s best bet. Let- 


ADVERTISER RANG THE BELL 


i i irdleieres.”’ 
i Post-advertised new Life Gir 
aseaieainis The Formfit Company 


DEPARTMENT STORE RANG THE BELL 


i irls a huge suc- 

= hion show featuring Post cover gir a 
Bam Estimate several thousand people caw shows. 

Hutzler Bros. Co., Baltimore, Md. 


DRUG STORE RANG THE BELL 


“Have made it a point to watch Post advertising 


Cunningham Drug Stores, Detroit, Mich. 


FOOD STORE RANG THE BELL 


“Hats off to the Post for helping me doa great job.” 
Manager, Keswick Market, Glenside, Pa. 


one month of our ex: 


stores, featuring them 


ters from advertisers, department stores, food stores, 
drug stores—almost any field you can think of—pour in to 


the Post all the time. All say 
tops!”’ Any successful retailer 


the same thing: “The Post is 
will tell you: “‘No other mag- 


azine matches The Saturday Evening Post in advertising atten- 


tion and selling power!”’ 


Marge, Little Lulu’s creator, has been busy ever since, 

supplying the demand. Author, artist, wife and mother 
—she manages to turn out Lulu by working with her nose an 
inch from the drawing board, and seven weeks in advance. 
She has to. Her fan mail gets frantic if Little Lulu misses 
even a single week! (Aside to advertisers—people always get 
excited about things they see in the Post!) 


~ AMERICA'S BEST SELLER 


Columbia Baking Co., recent winner of 
a top packaging award for its Twin-Pack, 
used this newspaper space wherever the 
bread had been marketed to announce 
enlistment of the package “for the dura- 
tion and use of a new line of Victory 
wrappers for its enriched bread. Freitag 
Advertising Agency handles the account. 


completely patriotic to plan for the 
postwar period now, but that such 
planning, carefully and competently 
idone, is the only possible way to 
|move into the peacetime economy 
With as little confusion as possible. 


Officers Elected 


Kenneth G. Anderson, Walsh Ad- 
| vertising Agency, Windsor, was 
|elected president of the Affiliation. 
succeeding K. FE. Kellenberger, 
Union Switch & Signal Company, 
Swissvale, Pa. Other officers elected 
were: 

First vice-president, Peter C. 
| Keischgens, Richards Advertising 
Company, Syracuse; 2nd vice-presi- 
|dent, Arthur Morison, Dominion 
| Life Assurance Company, Waterloo, 
/Ont.; 3rd vice-president, Grant 
Stone, Cleveland Press; secretary- 
treasurer, Eric Zimmerman, Rail- 
| way and Industrial Engineering 
Company, Greensburg, Pa.: treas- 
urer for Canada, Walter Kiehn, J. J. 
Gibbons, Ltd., Toronto: secretary 
|for Canada, Ethel M. Whitham, 
Maple Leaf Milling Company, To- 
ronto., 

Don A. Thomas, who has served 
as secretary - treasurer of the as- 
sociation for a decade, was forced to 
resign because of the press of per- 
sonal affairs, and was paid many 
|stirring tributes for his unselfish 
/and zealous activities. He was pre- 
sented with a purse at the annual 
banquet, as well as with gifts from 
| Officers and directors. 


Advertises New Cars 


The Automobile Dealers’ Associa- 
tion, Vancouver, B. C., has followed 
the example of Victoria dealers by 
using large advertisements to advise 
the public that they may still buy 
new or used automobiles as long as 
there are any in stock. Restrictions 
will become applicable only after 
present dealer stocks are exhausted. 


95.1% 


| RADIO OWNERSHIP IN 
| AMERICA’S No. 1 MARKET 


Exceptionally 
combined 
per capita 


WT 


high radio ownership 
with the nation’s highest 
spendable income make 
a sure bet for RESULTS! 


*Radio Daily April 2, 1942 


| 
| 


DIRECT ROUTE TO AMERICA’S No. 1 MARKE 
The Travelers Broadcasting Service 
ae 


a 


Representotives: WEED & COMPANY 
New York, Chicago, Detroit, Son Francisco 
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How Long Will the War Last? 


Nobody knows how long the war 
will last. The United States and its 
allies are preparing for a long war, 
but recent indications, especially 
changes in the war program to 
eliminate plant construction which 
cannot be completed by the middle 
of next year, are that a decision is 


possible before the end of 1943. The | 


stiff resistance of Russia, plus more 
cheerful news from the Far East, 
is having an effect on public and 
business opinion. 

Business men share the public 
psychology, and_ reflect current 
opinions regarding the length of the 
war. Shortly after Pearl Harbor 
most people thought it was unlikely 
that the job could be completed 
under three to five years. As better 
news is reported, opinions are veer- 
ing around to the idea that we shall 
be able to strike hard enough to 
win victory within a much shorter 
period. What does this mean as to 
business policies and plans? 

Business management which an- 
ticipated a long war was less in- 
clined to plan for the postwar 
period of readjustment than man- 
agement which foresaw the neces- 
sity for anticipating the end of the 


conflict in a relatively shorter time. | 
| be prepared to assist management 


So as the public and business begin 
to see in an improved war picture 
the chance of terminating the world 
conflict long before they had pre- 
viously thought it might end, con- 


| need 


'can be negotiated successfully 


sideration of plans and programs 
for peacetime activities will begin 
to receive more and more thought 
and attention. 

From the standpoint of advertis- 
ing and marketing, this means that 
manufacturers whose facilities have 
been largely devoted to war pro- 
duction will begin to realize the 
for speeding up research, 
product development, distribution | 
programs and other activities which 
will again align them with the con- 
suming public and make the tran- 
sition from war to peace one which 
and 
in minimum time. They will again 
be aware of the danger of neglect- 
ing contact with trade and consum. 
ers during the war period, and of 
the importance of keeping company 
and brand names in a_ favorable 
position for resumption of active | 
product promotion. 

No one can predict how long the 
war will last, but the recognition of | 
the possibility of its termination | 
ahead of former estimates will have | 
a profound effect on business psy- 
chology and planning. Marketing | 
and advertising executives should 
be aware of the importance of this 
transition of business opinion and 


in the development of constructive 
programs based on the certainty 
that business must be ready for the 
problems of peace when it comes. 


New Insurance Opportunities 


If national gasoline rationing goes ,owner operates his car at all. 


into effect, as has been widely pre- | 
| nies 


dicted, what will happen to the tre- 
mendous volume of automobile in- 


In addition, the casualty compa- 
should be giving careful 
thought to the possibility of increas- 


surance premiums which have been |ing the volume of business in other 
such an important part of casualty | lines, to make up for possible loss 


insurance business? 


Will reduced | of 


automobile business. Personal 


driving cause automobile owners to | health and accident insurance, for 


feel that insurance protection is less 
needed, or will many discontinue 
operating their cars entirely, thus 
eliminating the need for any insur- 
ance coverage except fire and theft? 

Few people outside of the under- 


writing field realize the volume of | 
‘mutual companies handled a total 


automobile insurance. Premium in- 
come in this classification for 1941 
was in excess of $500,000,000, di- 
vided as follows: stock companies, 
$349,000,000; mutuals, $140,000,000; 
Lloyds and reciprocals, $43,000,000. 
This is business which the compa- 


|example, has never had the benefit 


of advertising comparable to that 
given to life, automobile, fire and 


‘other types of insurance protection, 
‘and yet here is a large field which 


offers great opportunity for rapid 
development. Last year stock and 


of $324,000,000 in premiums on ac- 
cident and health policies, and the 
present large volume 
greatly increased if backed by the 
right kind of promotion. 

Incidentally, insurance 


is one 


nies will have to protect and con-|type of service which can help to 


serve, by advertising which fea- | absorb surplus national 
tures the necessity of maintaining | | without 


income 
diverting materials and 


adequate protection as long as the | manpower from war production. 


_and impairs our war effort.” 
|Council calls for an end to ‘ 


could be! 


| dramatizing 


GETTING IT STRAIGHT 


On SENS “19 


BAL 


ing Co. 


"The man from the advertising agency is proofreading it now." 
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The following documents may | 
/secured without charge from con 
| panies sponsoring them, or throu: 
, ADVERTISING AGE, by any nation 
|advertiser or advertising agen 
executive writing on his busin 
letterhead. 


No. 1986. “Know How” Advertis). , 
| is Helping to Win the War. 
| McGraw-Hill Publishing Cc 
|pany has issued this folder, w) 
|cites the importance to the 


effort of useful copy, such as that 
which shows both industry and the 
consumer how to protect and con- 
serve materials and equipment. The 
| folder contains charts of advertis- 
|}ing trends and of the volume of 


advertising in 33 leading publi 
‘tions in 1941. 


No. 1987. If You Had Four Applvs. 


| This folder, issued by the Los An- 
geles Times, provides a record of 
Los Angeles newspaper linage 


| broken down by classifications, with 


Ad-libbing 


The Customers Feel Hurt | 

One of our Detroit scouts comes 
through with an interesting obser- 
vation on the action of many pub- 
lishers who have closed their offices | 
in the Motor City for the duration, 
in the belief that there won’t be 
any real automotive linage for 
quite a while. 


Some of the top-ranking automo- | « 


bile executives and their agencies 
are pictured as feeling hurt because 
media have cast them in the role of 


“forgotten men.” There’s a _ story 
going the rounds about a_well- 
known newspaper publisher who 


was advised by his national adver- 
tising manager that he had ordered 
the number of calls customarily 
made in the Detroit area to be cut 


down to practically nothing. The 
publisher was up in arms. 
“Nothing doing,” he exploded. 


“I've known this automotive crowd 
for years. I know how they oper- 
ate. I’ve been through more than 
one dull period with them. When I 
was responsible for motor linage 


}and business was not so good, I 


made twice as many calls as my 
competition. Maybe that’s why our 
paper has led in automotive linage 
ever since. You have our man keep 
up his contacts in Detroit, Lansing, 
Flint, Akron and South Bend, and 
you keep reminding ‘em by mail 
and trade paper ads. They'll be 
back and they won't forget!” 
Which may be a story 
moral for us all. 


Don’t Shout, Please 

As the father of a youngster 
who’s just beginning to discover the 
magnificent sensation of talking and 
who is already a past master at 
the art of banging spoons against 
dishes and raising miscellaneous 
dins around the house, we're en- 
tirely sympathetic with the new 
campaign being launched by the 
Noise Abatement Council. 

In designating the period May 31 
through June 6 as “Noise Abate- 
ment Week,” the Council points out 
that the “clash of hammer against 
steel is music to our ears, but the 
bedlam of unnecessary noise that| 
daily surrounds us plays havoc with | 
our nerves, health and rest, sabo- 
tages the workers’ productiveness 

The 
‘harm- 
ful, needless noises in our streets 
homes, offices and factories.” 

Starting immediately we're tread- 
ing lightly, talking in whispers and 
taking care not to drop hints. But 
we'd still like to find some way of | 
the situation for 
Junior’s benefit. Maybe earmuffs 
are the best answer for our own | 
peace of mind. 


with a 


A Real Service 

ADVERTISING AGE’s London corre- 
spondent reports that with the effort 
of the government to cut down the | 
consumption of fuel used in house | 
heating, many difficult problems | 
have arisen. The shortage is pri- | 
marily in coal transportation, of 
course, but all forms of warming— 
coal, coke, gas and electricity are 
included, and this makes rationing | 
more complicated as most private 


SAVE ELECTRICITY 


watch your meter 
This is how to read your meter — 
Note:—Always read the SMALLER of two figures 
between which the pointer stands. 


The testing dial, usually red, is for testing purposes only, and 
should not be taken into account when reading the meter. 


the figure for total display and total 


advertising, for the first three 
months of 1942. 
No. 1988. Maryland’s Pioneer Sta- 


tion. 


Radio Station WFBR, Baltimore, 
has issued this brochure, which 
alyzes Baltimore’s trading area, 
showing figures for population, 
|families, radio families, retail sales 
‘and 1941 increases in employment, 
|payrolls and other indexes of activ- 
|ity. The station’s merchandising 
aid for its advertisers is outlined, 
and its facilities and programs dis- 
cussed. 


an- 


No. 1971. The Memphis Trade 
Area. 
Memphis Publishing Company, 


publisher of the Commercial Appeal 
and Memphis Press-Scimitar, 
issued this new map, which incor- 
porates sections of the four states 
making up the Memphis trade area. 
A table provides figures on retail 
sales, population and newspaper 


has 


ds Dy Bo Qe 
700 wm OD Rive 


HOW TO CHECK YOUR ELECTRICITY CON- 
SUMPTION EACH WEEK — Read your meter. Make 
a note of total. One week later, read it again and 
subtract the earlier reading 

By doing this you are able to see exactly the amount 


of electricity you are consuming 


YOU SAVE 
ELECTRICITY 
BY USING 

COILED COIL LAMPS 
THEY GIVE UP TO 20%, MORE LIGHT 


Ade af The Comeral Bloc (0 Led. Magae Home, Kingemay (omtom Wa 


homes have more than one and 
many have all four forms of heat- 
ing.”” A number of advertising and 
publicity approaches are being used 
on the problem, the most interest- 
ing to Ad-libbing being those of 
General Electric Company and 
others, who undertake to teach 
householders how to read _ their 
meters. 

As one who has spent an exceed- 
ingly anxious winter watching the 
needles on his gas heating plant re- 
volve furiously, your Ad-libber wel- 
comes this instructional advertising 
from across the sea, and suggests 
that many an exciting nour can be 
spent in the basement during black- 
outs, watching the various meters 
whirring around, and _ perhaps 
wagering small sums on the exact 
number of seconds required for a 
complete revolution. 


Jottings 
Joe Garavelli, St. Louis restau- 
rateur, may irritate his customers 


now and then, but at least he feels 
he’s doing something for the war 
effort. Attached to his menus is a 
little card announcing a “Slap the 
Jap Cocktail.” Costs 25 cents. When 
you order the specialty you get a 
little whisky glass containing a 


‘quarter war stamp. 


coverage of counties and towns over 
| 2, 500 in the market. 


No. 1950. “There’s a Woman in the 
Galley, Sir.” 

| “Blow me down,” says this nau- 
tical-minded folder, issued by Radio 
Stations WBZ-WBZA to. tell the 
story of WBZ’s Home Forum. It 
gives the background of the pro- 
|gram and its director, lists current 
sponsors, and reproduces some com- 
ments from users about the job the 
program is doing fer them. 


No. 1896. They Were 
About Us... 


“Not mad, just terribly hurt,” 
the way The Star Weekly, Toronto, 
describes its feelings when someone 
was overheard to say that nobody 
reads anything but its comics and 
roto section. After an understand- 
able period of brooding a coast-to- 
coast survey of the Dominion was 
made, and results tabulated in this 
attractive book. Readership per- 
centages are shown for the various 
sections of the paper by location, 
age, income and occupation. 


No. 1947. How Much Do You Care 
About Your Reputation? 

This United States News booklet 
shows the advantages, to companies 
engaged in war production, of 
building and publicizing their repu- 
tation. An educational program 
now, the text points out, is insur- 
ance against hazards of the stiff 
competition which will come with 
the return to peacetime operations 


No. 1912. Mr. & Mrs. 
Have More to Spend. 
A graph of payrolls in Houst 
1929-1941, heads this page of f: 
issued by The Houston Chronicle t 
show the selling opportunit 
offered by this trading area. 
other graph and the explanator 
text show how the Chronicle’s « 
culation has kept pace with 
| city’s growth in consumer incom: 


Talking 
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Clarify OPA Rules 
for Media, Agency 
and Other Fields 


Need Not Supply Data 
Required of Non- 
Exempt Businesses 


same time Congress granted Ad- 
ministrator Henderson the right to 
use his own judgment if the with- 
holding of confidential information 
appears to him to be “contrary to 
the interest of national defense and 
security.” Employers fear that 
figures might be turned over to the 
War Labor Board, for example, and 
used against them in negotiations 
for wage increases. 


Retail Advertisers Elect 


The Retail Advertising Executives 


|Club, New York, has reelected its 


Washington, D. C.,.May 19.— 
Newspapers, magazines, radio sta- 
tions, advertising agencies and all 
other businesses and services which 
are specifically excluded from regu- 
lation under the Price Control Act 
are not required to furnish the| 
financial data which the OPA has 
asked non-exempt establishments 
to supply, ADVERTISING AGE was offi- | 
cially informed today. 

A spokesman for the agency ex- 
plained that some exempt busi-| 
nesses had received questionnaires 
by mistake, since the mailing list 
consisted of all companies doing an 
annual business in excess of $250,- 
000. Such recipients need only to 
write OPA explaining that their | 
business is entirely within an ex- 
empt classification, and are not re- 
quired to supply the information. 

The question was put to OPA be- 
cause a number of newspapers have | 
received the forms, and have raised 
the point that the press is supposed | 
to be exempt from all forms of 
price regulation. In view of the 
mailing list used, it is believed that 
other segments of the advertising 
world falling in the exempt class 
also received the same request. 


On Voluntary Basis 


As a matter of fact, those busi- 
nesses which are not exempt are 
not required to supply the informa- 
tion requested. Reports are “vol- 
untary,” OPA points out, although 
the law gives Price Administrator | 
Leon Henderson power to issue) 
“regulation or order requiring such 
information.” An effort is being | 
made to gather the data voluntarily. | 
Should that fail, mandatory reports | 
may be instituted. 

The questionnaires themselves, | 
one requiring annual financial data | 
and the other seeking quarterly | 
profit-and-loss statements, have), 
been attacked by business spokes- | 
men as far more detailed than is | 
necessary to guide OPA in its price | 
regulation work. It is claimed that | 
the bookkeeping and accounting job | 
will be tremendous. 

Another fear is that information | 
received will be used for purposes 
unrelated to price control. Reports | 
returned may be marked “confiden- | 
tial,” OPA pointed out, but at the, 


NEW HAVEN 
is FAse/ 


Daniel Turner ,was the first man in 
America to receive a medical diploma 
Which was conferred by Yale College 


on September 11, 1729. Mr. Turner's 
diploma was an honorary degree of 
Doctor of Medicine as a reward for 
Valuable monetary contributions to 


the college. Mr. Turner never prac- 
ticed medicine. 


Che New Gaven Register 


ee 


president, William H. Howard, ex- 
ecutive vice-president in charge of 
advertising and publicity for R. H. 
Macy & Co., for another term. Other 
officers reelected at its annual 
meeting were vice-president, Mrs. 
Dorothy Swenson, director of ad- 
vertising and publicity, Abraham & 
Strauss; treasurer, John Pearl, di- 
rector of advertising and publicity 
for The Namm Store, Brooklyn. 
Miss Lois Munn, director of adver- 
tising and publicity for James Mc- 
Creery & Co., was elected secretary. 


NAM-Blue Show Opens 


The Blue Network, with the co- 
operation of National Association 
of Manufacturers, will open a new 
series of broadcasts, “This Nation 
at War,” on May 26. The show will 
be broadcast each Tuesday at 9:30 
p. m. EWT. 


Educational Copy 
Series Launched 
by Kimberly-Clark 


Chicago, May 20.— Switching 
from product promotion to present- 
ing the need for wartime advertis- 
ing as a key to postwar prosperity, 
the Kimberly-Clark Corporation, 
a leading paper manufacturer, has 
released initial insertions in an edu- 
cational campaign to demonstrate 
the need for maintenance of adver- 
tising as a means of maintaining 
business identity. 

Opening copy, appearing in two 
and four-color advertisements in 
general and business publications, 
is headed, “Let There Be No Black- 
out of Your Name,” and states the 
case for advertising today as fol- 
lows: 

“To assure prosperity for Amer- 
ica after the war, industry must ab- 
sorb those millions of workers now 
in our armed forces, and those mil- 
lions more who are engaged in work 
which will cease when the war 
ceases. Forward-looking business 
men appreciate this important point 
and they are doing something about 
it. They are insuring continuation 
of their businesses for their own 
interests and because they know it 


is necessary to our national wel- 
fare. 
“Many manufacturers, even 


though their plants are now 100 per 
cent on war work, and even though 
they have no merchandise for gen- 
eral consumption, still keep in good 
working order their system of dis- 
tribution, their contacts with deal- 
ers and consumers, against the day 
when they will revert to the mak- 
ing and marketing of peacetime 
products. It will be a comparatively 
easy job for those far-seeing mer- 
chandisers to pick up where they 
left off, because they are not going 
to be forgotten—they are allowing 
no blackout of their names.” 
Lord & Thomas is the agency. 


Abernathy Adds Paper 


Southern Garment Manufacturer,’ 


formerly published in Lynchburg, 
Va., has been purchased by E. H. 
Abernathy Publishing Company, 
Atlanta, and added to its chain of 
trade publications. R. J. Shinn, 
former publisher of the paper, will 
remain in Lynchburg, where he is 


Southern advertising representative | 


of Clarke Publishing Company, 
Charlotte, N. C. 


Marx to Milk Institute 

Victor E. Marx, formerly staff 
chief and editor of Bakers’ Helper, 
has joined the staff of American 
Dry Milk Institute, Chicago. 


WGST Obeys FCC Order 
WGST, broadcasting station of 
Georgia School of Technology, now 
operated by Southern Broadcasting 
Stations, Inc., has agreed not to rep- 
resent that it has more listeners 
than any other Atlanta station and 
not to claim that it is operating on 
5,000 watts power unless it does so 
continuously. These claims were 
objected to by the Federal Com- 
munications Commissions. 


...& most important magazine: 
3rd in advertising pages run, lst 
in lines gained (P.I. fig), among 
all magazines, so far in ’42. 


Here's your chance to 
more precious than ma 
as rare wines, people 
voluntary readjustment 


staying at home, and t 


put it over home-plate. With tires 
tched pearls, and gasoline as scarce 
are rediscovering Main Street. (A 
to help the war-effort.) They are 


he neighborhood dealers are “going 


to town” on sales. It's the new retail trend, the patriotic 


trend, with new significance for advertisers. 


In its great steel-an 


d-coal Primary area alone, KDKA's 


50,000 watts pitch into 2,000 towns where pay-envelopes are 


fatter than man can remember. In those towns are 40,000 


- 


KyYw-> WBZ © WBEZA 


WESTINGHOUSE RADIO STATIONS Inc 
KA 
PR 


ESENTED NATIONALLY BY NBC SPOT SALES 


food-stores, 3,200 drug-stores, and 7,000 apparel-shops. 


You stand in Pittsburgh, so to speak, 


infield, and outfield on every throw . 


and cover home-plate, 


. . all in the one 


“ball-park.” Here is local as well as regional coverage by 


one, powerful, productive station . . 


. KDKA... 


radio's pio- 


neer voice. Put your sales-story over home-plate in today's 


new merchandising 
set-up. That's a tip, 
straight from the 
pitcher's box! 


wowo + wWGt 


PITTSBUR 
50,000 WATT 
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Publishers Scan 
Costs, Revenues 
at Inland Meet 


Stiles Criticizes Press 
for Tardy Acceptance 
of New Deal Reforms 


papers heal their breach with Presi- 
dent Roosevelt and_ rededicate 


| themselves to the role of guardians 


of the people. 


by press and government,” Mr. 
Stiles asserted that the press of 
America is not venal but “we have 
forfeited our independence and op- 
portunity for leadership.” He 
pointed to papers which had obli- 
gated themselves to segments of the 
public, and declared that he had 
“always maintained that the best 


/guarantee of freedom of the press 


By JOHN CRICHTON 
Chicago, May 20.—The wartime | 
problems of publishing a newspaper 
concerned the 58th spring conven- 
tion of the Inland Daily Press| 
Association here this week as pub- 
lishers, business managers and ad- 
vertising men discussed ways and 
means of bolstering revenues while 
maintaining newspaper integrity. 
In quiet contrast to the stormy 
session of the pre-war fall conven- 
tion, when it was decided to table 
a resolution calling on the govern- 
ment to adopt the use of paid 
advertising, the Inlanders concen- 
trated on income-producing meas- 
ures created by the newspapers 
themselves. The special committee 
appointed by President John W. 
Potter, editor and co-publisher of 
the Argus, Rock Island, IIl., re- 
ported that it believed nothing con- 
structive could come from an Inland 
resolution asking for paid space, 
and recommended that other chan- 
nels be entrusted with any moves 


made toward government promo- 
tion. 

In a_ presentation of Inland’s 
10-year circulation net revenue 
study by Philip D. Adler, publisher 


of the Star-Courier, Kewanee, III., 
it was stated that circulation now 
brings in 44 to 50 per cent of news- 
paper revenue, and that before the 
war is over circulation may account 
for 50 to 60 per cent of operating 
income—in sharp contrast to ante 
bellum days when advertising ac- 
counted for 60 to 70 per cent of 
operating revenues. 


Criticizes Rate Systems 


Mr. Adler sharply criticized the 
classified advertising practices of 
many newspapers, pointing out that 
classified rates were too low when 
compared with display rates, and 
asserted that although newspapers 
had provided themselves with spe- 
cial staffs to solicit classified, and 
although mechanical adjustments 
had been made to have classified set 
up, still classified rates had not 
been adjusted to make them pay 
when compared with display adver- 
tising. Smaller papers have raised 
classified rates, he said. 

In a slashing speech at Tuesday’s 
luncheon, James E. Stiles, president 
of the New York State Publishers 
Association and publisher of the 
Nassau Daily Review-Star, took is- 
sue with the attitude displayed by 
some newspaper publishers in past 
years, which he characterized as 


“reactionary,” and urged that news- 


¥ 


Collins, Miller & Hutchings 


INC 


¥ 


Photo-engravers in Chicago 


207 North Michigan Avenue 
Franklin 9854 


|is the successful operation of news- 


papers. A newspaper that is in- 
equitably beholden to the banks, 
the paper companies, the mortgagees 
and money lenders, as equally as to 


unscrupulous advertisers, does not 
have any freedom of action. It can- 


|not even command the respect that 


|comes to any going enterprise.” 
After pointing to “smears of men} 


like Tom Girdler and Henry Ford | 


Quotes “Times” Writer 


Referring to the speech of Anne 
O’Hare McCormick, editorial writer 
of the New York Times, at the Bu- 
reau of Advertising dinner in New 
York last month, he quoted her: “If 
a newspaper does not sell advertis- 
ing space, it has to sell itself. Ad- 
vertising, therefore, is the most sen- 
sible and practical means of making 
possible a free press.” He called the 
trend toward greater dependence 
on circulation revenues “sound.” 

Admitting he was not enthusiastic 
about government advertising, Mr. 
Stiles said newspapers were in a 


position to serve the government) 
promotionally, but added, “the| 
press should make it clear that it) 
is accepted as r.o.p. business and) 
not as a subsidy. If I have anything | 
favorable to say about the New| 
Deal .. . I do not want it to be! 
construed as due to the fact I have 
sold it a page of any kind of adver- 
tising.” 

It would be well for the nation’s 
press, Mr. Stiles believes, to recog- 
nize that laissez faire is finished as 
an economic-political policy. It} 
should mend its broken ties with 
the New Deal and the people, Mr. 
Stiles said, pointing out that even 
the most crackpot of New Deal 
schemes “haven’t cost the American 
people as much as wildcat oil wells, 
watered stocks and the machina- 


'the individual. 


tions of Big Business under the halo 
of laissez faire.’ The press missed 
a wonderful opportunity, he said, in 
not embracing and clarifying the 
President’s program. “Here,” he 
continued, “is the cause of the ages 
brought up to date, the deathless. 
unending struggle of the common 
man for recognition of dignity of 
And the press ot 
America has thrown it out the win- 
dow. 

“In its attacks on the New Dea! 
the press has shown its traditiona 
courage. . . We shouted our warn 
ings in vain because the mass 0! 
the people, with an ear closer ¢ 
the ground than ours, rightly sa 
what it was and were unafraid.” 

In advertising sessions, Inlande 
heard Raymond B. Howard, pres: - 
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ient of the National Editorial Asso- | 


iation, and Linwood I. Noyes, pub- 
lisher of the Daily Globe, Iron 
Mountain, Mich., 
members of the Advertising Coun- 
cil, discuss the Council’s work. 


vertising to prove its effectiveness, 
they agreed, and asserted that the 
Council does not seek to displace 
any private advertising selling ef- 
forts. F. Ward Just, business man- 
ager of the Sun, Waukegan, IIL, 
presented the Inland committee’s 
report regarding government ad- 
vertising, saying that nothing could 
be gained by a resolution, and as- 
serting that it was only a matter 
of time before the government rec- 
ognized newspaper advertising as 
the force it is. 


both newspaper | 


Floyd Miller, of the Tribune, 
Royal Oak, Mich., told the group 
that national advertising is about 
due to “level out,” and predicted 
that any further slumps it under- 


| goes will be general advertising de- 
There is a big opportunity for ad-| 


clines. He said that if there was 
ever a time when a national adver- 
tising representative could justify 
his expense, now was the time. 
Publishers who have kept their 
newspapers “dry” showed increas- 
ing interest in liquor schedules, fol- 
lowing the example of several who 
had formerly accepted only wine 
and beer advertising and have taken 
on liquor copy, and of at least one 
dry who has switched to liquor in- 
sertions. In no case did a publisher 
report unfavorable reactions. “They 
didn’t even know we didn’t accept 


ae: one 
fully. 

Considerable success was reported 
in selling “Victory” pages and edi- 
tions, although considerable space 
in both seems to have been con- 
tributed by the newspapers. The 
Waukegan Sun reported a success- 
ful 24-page series in which eight 
pages were sold to manufacturers, 
eight to merchants, and eight con- 
tributed by the Sun. 


saan” said rue- 


Opens Chicago Branch 

New York Subways Advertising 
Company has opened a branch 
office at 410 N. Michigan ave- 
nue, Chicago. Richard Morrisey, 
New York representative for the 
past ten years, has been transferred 
to serve the Midwest territory. 


Siswennnens lens. Elects 


E. R. Milling, Consolidated Press, 
Toronto, has been re-elected presi- 
dent of Canadian National News- 
papers and Periodicals Association. 
Other officers elected for the com- 
ing year are: vice-presidents, Jo- 
seph McGoey, Country Guide &| 
Nor’ West Farmer; W. H. Hewitt, | 


National Business Publications; W. | 


C. Stovel, National Home Monthly: 
treasurer, N. Roy Perry, MacLean 
Publishing Company, and secretary, 
I. D. Carson, manager of CNN & 
PA. 


Ricola to Vladimir 


Steinhardter & Nordlinger, New 


York, has appointed Irwin Vladimir | 


& Co., New York, to direct adver- 


tising abroad for Ricola pure olive- 


infused oil. 
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OW can you get full and complete consideration for your 


products now that department stores are more than ever on 
the alert for profitable new lines and double checking which older 


ones to retain and push? 


Not too difficult, if you’ll bear in mind that store buying and pro- 
motion are team operations and that the store president or executive 
head is the captain. He seldom decides alone but he properly insists 
on a voice in this key activity that underlies all successful merchan- 
dising. As captain, the store head coordinates the teamwork of mer- 
chandise managers, buyers, advertising, display and training man- 
agers. Sell them all, and be sure. Never forget that they all count, 
especially the men at the top. Tell them your story through adver- 
tising in the paper they ail read . 


field. 


Ask your ECONOMIST representative for details of today’s 
department store opportunity — or write us direct. 


- 


A Chilton © Publication 


CCA — 30,000 


7 


10 


. the fop paper in the fop retail 


100 EAST 42ND STREET « 


PHILADELPHIA: 56th and Chestnut Streets; CHICAGO: 29 East Madi- 
son Street; CLEVELAND: 1836 Euclid Avenve; LOS ANGELES: 201 Oceano 


WE'VE TAKEN 


ON THEIR LINE... 
REMEMBER THEIR ADS 
IN THE ECONOMIST?” 


THE PROFIT MARKET 
FOR EQUIPMENT 


AND SUPPLIES 


Department stores use enormous 
quantities of equipment and sup- 
plies. It pays to sell to them for three 
reasons. First, the volume is big and 
worth while. Second, they are 
prompt to pay and repeat their 
purchases. Third, thousands of 
others follow their lead. The best 
way to reach this rich market — 
efficiently, effectively, economically 


—is to advertise in DEPARTMENT 


Drive; BOSTON: 140 Federal Street. 


ONOMIST 


NEW YORK CITY 


STORE ECONOMIST. 


AMERICA’S 
WAR OF MOVEMENT 


..and how you can help fight it! 


What vou can do to help 
clear the tract 
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@ OUT UNITED STATES WAR SAVINGS BONDS AND Steamers @ 


The New York Central lathe introduced 
a new series of ads in 50 newspapers of 
“on-line cities with this copy explaining 


| its war policy, and will continue its series 


of "Why Mr. Tupper Got an Upper" ads 

covering specific public travel inconveni- 

ences due to the war. Lord & Thomas 
is the agency. 


| Company; 


| Bureau; 
| president, 


N. Y. Adclub Elects 


The New York Advertising Club 
has elected the following officers: 
president, John A. Zellers, vice- 
president, Remington Rand; vice- 
president, Allan T. Preyer, execu- 
tive vice-president, Vick Chemical 

treasurer, James A. 
president, Brewer-Can- 
Directors are Wil- 
secretary, Robert 
Eugene S. Thomas, 
sales manager, Bamberger Broad- 
casting Service; H. J. Kenner, pres- 
ident New York Better Business 
Quincy P. Emery, vice- 

Stevens-Nelson Paper 
Corporation; I. S. Randall, assistant 
to chairman of board, Transconti- 
nental & Western Air; and James 
Wright Brown, Jr., publisher, Editor 
and Publisher. 


Brewer, 
telmo Company. 
bur F. Howell, 
Gair Company; 


Kaltenborn Time Increased 

The Pure Oil Company, sponsor 
of news commentator H. V. Kalten- 
born, has increased its radio time to 


five broadcasts weekly. The pro- 
gram is scheduled for Mondays 
through Fridays, at 7:45 p.m., EWT, 


over 36 NBC stations. 
Company, Chicago, 


Leo Burnett 
is the agency. 


Abandons Tabloid Size 


The News-Herald, Vancouver, 
B. C., morning newspaper, has gone 
back to standard size after two 
years as a tabloid-size paper. In- 
crease in circulation, advertising 
and the quantity of news to be 
handled were given as reasons for 
the change. 
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OKE ADVERTISING 
|WKEE OTHER CHICACO 


PERCENTAGES OF TOTAL ADVERTISING EXPENDITURES IN CHICAGO NEWSPAPERS 


First 4 months of 1942 


May 25, 1942 


Paper C 17.9% 


CHICAGO 


- ; THE WORLD'S 


“Mtn. APRIL AVERAGE NET PAID TOTAL CIRCULATION: 90 
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| DOLLARS [HAN ANY 
| MEWGPAPERS COMBIMD 


of the total advertising expenditures 


(14 in Chicago newspapers during the 


first four months of 1942 was placed in the Tribune 


Charted here are timely facts of interest to every ad- 
vertiser who insists that his promotion funds be spent 


with maximum effectiveness in Chicago. 


Merchants, manufacturers and the general public dur- 
ing the first four months of 1942 placed in the Chicago 
Tribune 48.8% of their total expenditures for advertising 
in Chicago newspapers. 


This was more than they placed in any three other 
Chicago newspapers combined. 


They increased the Tribune's lead over the next Chi- 
cago newspaper from 154.7% in the first four months of 
last year to a lead of 159.8% in the similar period this 
year—the highest percentage of lead for the period on 
record. 


Here is fresh evidence that the editorial qualities 
which build deepest interest among readers produce the 
best returns for advertisers. 


Because it produces a newspaper which appeals to 
people in all walks of life, the Tribune during April 
delivered a total circulation which averaged in excess of 
1,000,000 net paid on weekdays and over 1,100,000 
on Sundays. 


This was 525,000 more total daily circulation than 
was delivered by any other Chicago daily newspaper— 
and more than any two other Chicago daily newspapers 
combined. 


On Sundays, the Tribune delivered 285,000 more 


than the second Chicago newspaper and 745,000 more 
than the third Chicago Sunday newspaper. 


In Chicago and suburbs, Tribune daily circulation ex- 
ceeded that of any other Chicago daily newspaper by 
more than 375,000. On Sundays, the Tribune delivered 
in Chicago and suburbs 365,000 more than the second 
Chicago Sunday newspaper and 440,000 more than the 
third Chicago Sunday newspaper. 


When you can have more, why take less? With more 
people in Chicago to be sold products and ideas than 
ever before, the Tribune is the one Chicago newspaper 
which delivers the full-market, all-income coverage you 
need in order to achieve your aims here with greatest 
economy. Rates per 100,000 circulation are among the 


lowest in America. 


Percentages of total expendi- 
tures for Want Advertising in 
Chicago newspapers 


Leadership in no other classification 
of advertising tells so much about a Paper B 

newspaper's ability to produce re- 12.4% 
sults at low cost as does leadership 
in want advertising, representing 
the collective experience of thou- 
sands of individuals and firms spend- 
ing their advertising funds for direct, 
immediate results. 


Charted here are the percent- 


ages of total expenditures for wont 
advertising placed in Chicago news- 
papers during the first four months 
of 1942. With 66.9% of the total 
the Tribune received more than five 
times as much as any other Chicago 
newspaper—and twice as much as all 


other Chicago newspapers combined. 


W ant ad users increased the Trib- 
une's lead over the next Chicago 
newspaper from 268% in the first 
four months of last year to a lead of 
441% during the similar period this 
year. 


VECNWE 


GREATEST NEWSPAPER 


DAILY, OVER 1,000,000 — SUNDAY, OVER 


1,100,000 
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“I’m an advertising man, I’m very high, I have a completely de- 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


ATTENTION-GETTER 


Breaking the Rule 


To the Editor: We believe the en- 
closed tear page of the Dry Im- 
perator Champagne advertisement 
represents something new in layout 
form. 

The response to this advertise- 
ment, as well as the favorable com- 
ments, indicate that it did its job in 
commanding attention and action. 

WALTER WILEY, 

Walter W. Wiley, Advertising, 

New York. 


ae 


Lei Day Becomes War 


Bond and Stamp Day 

To the Editor: May Day is Lei 
Day in Hawaii. It has been for 
some 15 years. This year, on ac- 
count of the war, it was decided to 


make Lei Day “War Bond and 
Stamp Day.” 
Most of the lei women are en- 


gaged in war work of one kind or 
another and a good part of the Lei 
Day celebration had to be cancelled 
for this reason. 

We, on the Honolulu Star - Bul- 
letin, felt that the idea had con- 
siderable merit and decided to 
promote it in our editorial and ad- 
vertising columns to the fullest ex- 
tent. In our issue of April 30, we 
carried almost 3,000 inches of ad- 
vertising devoted to the sale of war 
bonds and stamps. The result of 
this drive was the sale of more than 
$1,000,000 in stamps and bonds in 
Hawaii on May 1. 

We believe that this figure will 
give the rest of the country some- 
thing to shoot at, as we understand 
that a similar idea in New Orleans 
resulted in the sale of approxi- 
mately $240,000 worth of war bonds 
and stamps. Perhaps we find our- 
selves more war conscious here than 
they do in many mainland cities. 

PORTER DICKINSON, 

Advertising Manager, Honolulu 

Star - Bulletin, Ltd., Honolulu, 

Hawaii. 

v v ’ 


The War Is O 


To the Editor: Looks like the war 
has reached a new phase—against 
pests. 

Notice the Stanco advertisement 
for Flit, headlined “Gives ’em the 
Works,” and illustrated with three 
insects, Benito, Hirohito and Adolph. 
Our ad for Orkin Exterminating 
Company shows Hitler and the Jap 
emperor along with the headline, 
“We exterminate pests.” 

Our copy beat Flit by a few days 
—but the war is on! 

Harry L. SIEGEL, 

Eastburn & Siegel, Atlanta, Ga. 
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Decries Specialization 

To the Editor: Remember that 
song of several years ago, “I May 
Be Wrong, but... .”? With those 
words I want to preface my views 
on a situation among the agencies 


that to me seems quaint in the ex-| 


treme. As “one of the family,” I 
hope that I may be offering a help- 
ful suggestion and at the same time, 
perhaps, be clarifying the matter 
for myself. 

Everyone who has ever interested 
himself in advertising has learned 
sooner or later that turnover in the 
advertising field is terrific. Maybe 
the agencies have used that as a big 
stick to keep out the faint-hearted. 
If so, haven’t they perhaps been 
unduly masochistic? 

Surely there’s a happy medium 
between stagnation and the end- 
less churning-about of personnel 
that goes on in the agencies, all of 
which means loss to employers and 
harassment to employes trying to 
meet the certainty of first-of-the- 
month obligations with uncertainty 
of income 

Aside from the thousand-and-one 
considerations that shuttle an ac- 
count almost ludicrously, in and out 
of an agency, of necessity directly 
affecting personnel, the chief rea- 
son for the constant upheaval which 
keeps agencies searching for talent 
and talent searching for just the 


The cork pops through the rule in this 
unusual business paper advertisement {or 
Robinson-Lloyds, Inc., New York distri- 
butor for Dry Imperator champagne. 


right agency is what seems to me 
undue emphasis on specialization. 
Why should the first question shot 
at an applicant for a copy job be, 
“How many years have you spent 
writing copy for overalls, foot 
warmers, hand-painted jardinieres, 
or whatever the account involved?” 
Of course a person can write more 
convincing copy about a thing for 
which he can dredge up some in- 
terest, but the fact that he has not 
handled a mustache cup account for 
two years should not automatically 
disqualify him. If an applicant has 
given proof of his ability to write 
satisfactory advertising 


effective done by any of the lead- 
ing advertising agencies’ men called 
in to help. They told me that the 
pattern I established was the one 
they’d follow. 

“My recommendations, plans and 
copy suggestions for the current 
$5,000,000 fund-raising booklets of 
the Navy Relief Society brought 
this comment from the chairman of 
their National Citizens Committee: 
‘It is a splendid job and exactly 
what we wanted. I can’t tell you 
|how greatly we appreciate your co- 
operation.’ 

“For one of America’s greatest 
| banks I wrote a series of defense 
|bond advertisements, so successful, 
so well-liked, that the bank offered 
|\them to many other leading banks, 
which now are running them. When 
he was shown these ads, the execu- 
|tive director of the Treasury De- 
partment’s defense savings staff 
wrote: 


ever seen.’ 
part of the 
$190,000,000 worth of bonds in this 


They were an effective 


advertising that sold|ing for a governmental berth. 


trained to make words make people 
buy things, think things, do things. 
That’s why I have strenuously 
tried to convince certain publicity 
organizations of the government 
that I could help. I want to help. 
“The American masses aren’t yet 
convinced that winning the war de- 
pends on them. The terrible, urg- 
ent, present need for their help 
hasn’t sold them. I wonder if it 
isn’t because the varied publicity 
hasn’t actually talked to them. The 
job needs professional persuaders, 
skilled in exciting emotions and in-| 
citing actions. It needs advertising 
men. They know how to put on a 
big show. The public’s interest wil) 
never be held by amateur the- 
atricals. 
“Where’s the showmanship there | 
should be? Where’s the elementary 
understanding of the mass mind 
which should shape and form every 
published word? Where’s the 
ability to make news, even when 
there isn’t news? (That ability is) 
so vastly different from mere re- 
porting.) Where’s the ‘people talk,’ | 
instead of polysyllabic profundities? | 


‘These are among the most| Where’s the honest earthiness aed 
notable bank advertisements I have| grabs at deep emotions? 


“I’ve got a job, so I’m not look- 
I'm | 
not trying to wangle an unjustified | 


pendent, unwell parent, so _ it’s 
likely I wouldn’t be called. All | 
have been trying to suggest is that 
I could help. I want to help. My 
advisory talents, for instance, could 
damned well be used in this wa) 
effort which must be total war ef- 
fort on every American’s part. 

“Where do I get that chance t 
help?” 

I’ve had replies from the OEM 
OCD, OFF, COI, etc., etc.—and a! 
of them don’t seem at all to get th 
idea. I’ve been successively amazed 
This is no time to be amazed b: 
Washington. It’s time to be thrilled 

RALPH BENNETT, 
New York. 
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A Stamp Special 

To the Editor: Here is an enter- 
prising restaurant operator for yo 
Eddy advertises the All-American 
sundae, served with a 10-cent de- 
fense stamp. 

Some day, maybe, his next presen - 
tation will be a Morgenthau Mout 
ful, with 25 cents in stamps; or 
Roosevelt Roundelay, with 50 cents 
in stamps, or a U. S. Special with 
$1 worth of stamps. It has endle 
possibilities. : 

PHILIP KLEIN, 

Philip Klein Advertising 


territory. 


|commission. My draft number is Agency, Philadelphia. 


copy, he} 


can be expected to have intelligence | 


enough to adapt himself to learning 
about, and hence being able to write 
copy on, practically anything that 
comes to his desk. 

It’s a tremendous subject and I 
can only touch the high spots here, 
but wouldn't everybody be better 
off if every agency concentrated on 
building up a staff of all-around, 
intelligent writers? Management 
and “managed” alike would then 
suffer less from turnover and the 
employe would be spared the un- 
speakable boredom of having to 
write unceasingly about some one 
product or line. The variety would 
keep him on his toes, mentally, 
learning new merchandise’§ and 
studying new methods of approach. 
Such a policy would further bene- 
fit the agency by providing time for 
ihe development of a group of writ- 
ers that, without sacrifice of indi- 
viduality, would gradually come to 
acquire an understanding of and 
feeling for the style that distin- 
guishes their agency from all others. 

Mary Sue RAYMER, 
Chicago. 
v , F 
Asks Definition 
of Merchandising 

To the Editor: I liked very much 
your recent editorial, ‘Marketing vs. 
Selling.” Will you go a bit further 
however, and define what merchan- 
dising covers? There really should 
be a glossary of terms in this sell- 
ing and advertising business. 

I can give you several definitions 
on merchandising, that is, one ap- 
plies to the retail field, another to 


the specialty field, another is as a 
noun. In fact there are all kinds of 
definitions. What's yours? 


Harry W. ALEXANDER, 
New York. 


v v v 
An Offer Goes Begging 
To the Editor: Other advertising 


people also eager to help might be 
interested in the letter quoted here- 


with, which I sent to various agen- | 


cies in Washington: 

“The Office of Civilian Defense 
considered some advertising and 
publicity I created for them in 
Washington some time ago the most 


This is 
QO TIME | 
o” JUNE BUG | 
ADVERTISE 


Lasting good will is built upon something more substantial than short 


lived June bug advertising that successively hides in the ground, goes 
buzzing headlong into one bright idea after another, and finally lands 
helpless on its back. Permanency is achieved with well conceived and 
long sustained advertising on Champion paper, directed to markets 
which in normal times return a profit. There is no shortage of print: 
ing paper at this time. Champion’s capacity exceeds all demands yet 
made upon it for materials for munitions, and paper for Government. 
The surplus production of three great paper mills is available to you 
as coated and uncoated book, offset, envelope, postcard, cardboard, 
cover, and business papers... all high qual- 


ity, big value, as Champion paper always is. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohit 


MILLS AT HAMILTON, OHIO... CANTON, N.C... . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Env elopt 
and Tablet Writing . . . Over 1,500,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK, CHICAGO, PHILADELPHIA, CLEVELAND, BOSTON, ST. LOUIS, CINCINNATI, Al LANTA 
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Women's National 
Radio Committee 
Announces Awards 


| broadcasts and Walter Damrosch’s 
“Music Appreciation Hour,” re- 
ceived honorable mention in the 
music classification. 


“First Nighter’” Honored 
In the drama division General 
Foods’ “Aldrich Family” was fol- 


lowed by Columbia’s “First Night- 
jer,” aired by Campana Sales Com- 


New York, May 19.—Three radio| pany, and NBC's “Fibber McGee & 


yrograms sponsored by General 
‘oods Corporation received recogni- 
ion today when the Women’s Na- 


eo bj 'O 


tional Radio Committee made its) 


Molly,” sponsored by S. C. Johnson 
& Son. “First Nighter’’ is to leave 
ithe air May 29. 

The winning forum was a Blue 


annual awards for various types of | Network feature, “America’s Town 


broadcasts. The “Aldrich Family” 
and “Maxwell House Coffee Hour,” 
both heard over NBC networks, 
took first place respectively in the 
drama and entertainment classifica- 
tions, while the “Kate Smith Hour,” 


aired over CBS, was a runner-up) 


in the entertainment group. 

Four of the major awards went 
to NBC offerings, three to the Blue 
Network, and one each to CBS and 
Mutual. The program which won 
by the largest margin of votes in 
any division was Columbia’s Sun- 
day afternoon broadcasts of the 
New York Philharmonic-Symphony 
Society concerts, which topped all 
musical programs. A second CBS 
program—Coca-Cola’s “Pause That 
Refreshes’—and two Blue Network 
offerings, the Metropolitan opera 


| Meeting of the Air,” several times 
| previously an award winner. Run- 
ners-up in this group were Mutual's 
“American Forum of the Air” and 
\NBC’s “University of Chicago 
Round Table.” 

Standard Brands’ “Chase & San- 
|born Hour” with Charlie McCarthy, 
heard over NBC, placed third in the 
|entertainment classification which 
was dominated by the two General 
Foods’ shows for Maxwell House 
and Grape-Nuts. 

In the quiz classification two pro- 
grams polled an almost equal num- 
ber of votes and awards were given 
to both. These were Lucky Strike’s 
“Information Please” and Alka- 
Seltzer’s “Quiz Kids.” The first is 
an NBC presentation and the latter 
is heard over the Blue. 


ADVERTISING AGE 


H. V. Kaltenborn, NBC news an- 
alyst, and Walter Winchell, heard 
on the Blue for Jergens’ lotion, di- 
vided honors in the talks classifica- 
tion with an award for each, while 
Columbia’s “Elmer Davis and the 
News” was a close runner-up. 

In deference to the government's 
request to be sparing in the use of 
metals except for war purposes, this 
year’s awards were in the form of 
hand-lettered certificates instead of 
the customary medals. 


Tin Salvage Institute 
Is Sole Collection Agent 


The Tin Salvage Institute, New- 
ark, acting as agent for Metals 
Reserve Company, has been desig- 
nated by WPB as the only organiza- 
tion authorized to collect and sal- 
vage the tin tubes which have been 
accumulated by retailers in connec- 
tion with sales of new tubes of tooth 
paste and shaving cream. 

This provision is designed to pre- 
vent the loss of tin which occurs 
when junk dealers melt up tubes 
with other scrap metals. The tin 
salvaged by the Institute, after sort- 
ing and smelting, is to be disposed 
of on the direction of WPB. 


Weiss & Geller Expands 


Weiss & Geller, New York 
agency, has taken larger quarters 
in the same building at 400 Madison 
avenue. 


Radio Listening 
Holds Even Keel, 
Reversing Trend 


New York, May 19.—For the first 


time in eight years radio listening | 


did not drop during the month of 
May, according to the May 15 na- 
tional evening program ratings re- 
port of C. E. Hooper, Inc. The ab- 
sence of the annual daylight saving 


time switchover with its resultant 
confusion over program time 
changes was believed responsible 


for the trend reversal. 

Mid-May ratings of evening pro- 
grams placed Bob Hope out in front 
for the first time since June, 1941, 
with a rating of 32.9. Fibber Mc- 
Gee’s 30.9 placed him second, and 
Jack Benny moved up to third place 


with 26.5. 

This year the May listening index 
was 28.3, practically unchanged 
from April when the continuing 


radio use index was 28.8. By con- 
trast, May, 1941, at 25.5 showed a 


drop of 7.3 points from the April, | 


1941, figure of 32.8. 
While during the past eight years 
there has been some decline in all 


listener indexes for May as com-| 


pared with April, it has been typical 
for sponsored network programs to 
hold their audiences better than 
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WAR WORK WANT-AD 


101 FULLY EQUIPPED MANUFACTURERS SEARCHING FOR 


WAR ORDERS 
See A | ee 
* a: rm sem ula lic imag STHEHRTNAGTONNS 


We ore ready te engage our (REMERDOES RESOURCES tm tut time Wer Production! 


6 ae eee Me 


CHICAGO DEFENSE ASSOCIATION, we == 


This ‘work wanted" copy appeared in 
the Chicago Journal of Commerce May 
8, as the opening gun of a 60-day cam- 
paign to run on behalf of the 10! manu- 
facturers represented by the Chicago 
Defense Association. Large-size copy 
will appear weekly, with smaller ads 
being carried daily. 


} 
| 


local commercials and network sus- 
taining programs. An actual in- 
)crease of two-tenths of a point in 
| the sponsored network program rat- 
ings index was recorded this month 
as compared with a month ago, and 
the index was up eight-tenths of a 
|} point as compared with a year ago. 

The tire shortage, which might 
tend to keep more people at home 
and thereby contribute to this in- 
lcrease, was. interpreted as a 
'minor factor due to the compensat- 
ing increase in persons not able to 
listen because of war effort activi- 
| ties. 


| Michigan to Issue Map 


The Michigan State Highway De- 
partment has decided to issue a re- 
|vised Michigan road map, omitting 
information which might be of 
value to enemy agents. The de- 
partment stopped distribution of the 
1942 winter edition maps March 16 
at the suggestion of Army officials. 
The Army and Office of Censorship 
have approved the new map which 
omits indications of key industries, 
airports, emergency landing facili- 
ties and new highway construction 
in the vicinity of war plants. Dis- 
tribution will begin about June 1. 


Caterpillar Promotes Two 


Caterpillar Tractor Company, 
Peoria, Ill., has appointed Gail E, 
Spain vice-president, and John Q. 
McDonald general sales manager of 
the company. Mr. Spain, formerly 
general sales manager, will move to 
the San Leandro, Cal., office. 


PRINTING 


AITHORN service is 
Ch compiers — Ad- Setting, 
Engraving and Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quantity. Phone Wabash 7820. 


* 


Faithorn Corporation 
504 Sherman Street, Chicago, Illinois 


AComplete Day and Night Service for 
Advertisers and Advertising Agencies 
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Rian in jhe ‘ 
Armed Forces 


Royal Bead to Lewis | 

Royal Bead Novelty Company has | 
appointed Lewis Advertising 
Agency, New York, to direct adver- 
tising for its new “Plasti-Square” 
hand bag. 


Harry E. Shubart, formerly man- 
aging editor of ADVERTISING AGE and 

John Hagy has been appo.nted wreaand recently in the public rela- 
vice-president in charge of sales by tions department of the University 
Freihofer Baking Company, Phila-| 0! Chicago, has been commissioned 
delphia. a second lieutenant in the Army Air 
Corps and is now stationed at 
Miami Beach, Fla. 


Freihofer Appoints Hagy 


“- Al Mercer of the classified adver- 
4 tising promotion department, To- 
eed ronto Globe and Mail, has joined 


the Royal Canadian Air Force, and 
for the time being will be stationed 
at Manning Pool, Toronto. 

William Watt of the Toronto 
Daily Star’s classified advertising 
department has joined the Navy, 
and Jack Young of the business of- 
fice staff of the same paper is now 
in the Royal Canadian Air Force. 

Frederick L. Fish, formerly a New 
England advertising display repre- 
sentative for Schaefer-Ross Com- 
pany and John Igelstroem Com- 


the Army Air Corps and has re- 
ported to Washington. Maj. Fish 
was a front line pilot with the 88th 
Squadron in World War I. 
Herman L. Klein, Chicago edi- 


“It's that WFDF Flint Michigan 
announcer who used to sign on 
at 6 A. M.” 


1 om pany, with offices in Belmont, Mass., | 
has been commissioned a major in| 


ADVERTISING AGE 


torial representative for The Iron 
Age, has been commissioned a lieu- 
tenant (j.g.) in the U. S. Naval Re- 
serve and called to active duty May | 
15. He will be replaced by Wil- 
lliam A. Phair, for the past five 
years an associate editor in the pub- 
lication’s New York office. 

Harry Duffy, formerly in Moser & 
Cotins’ copy department, and Albert 
Hildreth of the agency’s staff, are 
now serving as privates in the army. 
Pvt. Duffy is on duty at Fort Mc- 
Clellan, Ala., and Pvt. Hildreth is 
on duty with 573rd Technical School 
Squadron, Miami Beach, Fla. 

K. D. Pulcipher, account execu- 
tive for N. W. Ayer & Son, Detroit. 
has been granted leave of absence 
to report as a major for active 
Army duty in Washington. 

Ira Hamilburg, president of Plym- | 
outh Rubber Company, Canton, 
Mass., reported May 6 as a captain 
in the Army Air Corps. 

Frank J. Reed, Jr., has resigned as 
assistant sales traffic manager of 
the National Broadcasting Company 
to accept a commission in the Army 
as a first lieutenant in the Ordnance 
Corps. 

Adrian Murphy, executive direc- 
| tor of CBS television, resigned to 
| become a first lieutenant in the 
| Army Signal Corps. 
| Bert L. Orde, who was recently 
| appointed Eastern advertising man- 


We Litt the Bushel 


May 25, 1942 


SALES OF CHAIN STORES 


—— A pril——-——- —. * Gain -Ist 4 Mo.——— % Ga 
1942 1941 or Loss 1942 1941 or Loss 
Food Chains 
tJewel ----8 3,988,113 § 2,827,407 +41.0 $ 15,774,713 $ 10,873,005 +4: 
*Kroger Groc. & 

Bak. Co , 28,361,552 22,598,293 + 26.0 108,442,685 85,574,994 + 27 
tNational Tea 6,884,753 6,232,324 + 31.6 28,111,414 20,035,550 + 
‘Safeway ° 46,453,992 36,180,075 + 28.4 181,978,469 138,532,869 + 
Group Total $ 85,688,410 $ 66,838,099 +28.2 $334,307,281 $255,016,418 4+ 

Mail Order 
tSears. Roebuck. .$ 76,301,080 $ 75,718,580 +O.8 $214,010,065 $192,091,244 
Spiegel ‘ 4,381,103 5,200,122 15.7 15,053,658 16,089,376 
t{Montgomery 

Ward . 87,604,275 58,068,072 0.8 151,429,627 136,393,336 
Group Total $138.286,458 $138,986,774 0.5 56 

Drug Chains 
*Crown .. ~ 729.700 §$ 677,808 + 7.6 
Peoples . 2,499,903 354,047 + 16.5 


Walgreen 


Group Total $ 10,749,436 $ 7.566.103 + 42.1 
Variety and Miscellaneous 


Bond Stores 3,459,696 $ 4,700,298 26.4 
Butler Bros 10,009,945 7,382,993 5.5 
a. Colonial Store 

Sales 5,930,425 1,150,568 + 42.8 222,468 16,972,507 
Consolidated Re 

tail Stores 1,182,747 68,5604 + 22.1 4.674.772 8,530,677 
Fishman, M. H 463,717 409,648 + 13.2 1.475.309 1,254,270 
Grant, W RY 12,362,608 9 804.506 + 26.1 40,232 ss 1.670,11 
tGreen, H. L 4,700,723 4,227,355 + 11.1 12,514,176 10,769, ¢ 
tKennedy’'s, Ince $44,532 903,980 6.6 2,463,359 1,888,253 
Kresge, 8S. 8... 15,451,864 14,190,104 +&.9 54,747,050 47,280,056 
Kress, 8S H 8,640,182 8.061.656 7.2 31,619,492 27,360,316 
Lane Bryant, Ine 2,014,540 1,578,62 27.6 7.603,957 5,144,945 
tLerner vr 5,169,738 4,415,427 17.1 13,337,400 10,187,330 
McCrory... 4,758,010 4,241,046 12.9 16,718,631 14,082,091 
tMcLellan Stores 2,321,619 2,166,491 + 7.5 5.989.989 5,380,673 
Murphy, G. C.. 4.949.471 19.9 20,297,864 15,983,829 
Neisner Bros... 2,539 2,128,343 + 19.3 8,159,938 6,444,894 
Newberry, J. J. 5 4,939,991 + 14.6 19,538,511 16,373,009 
renner. 6. Cu.cs. 36,53 27,546,616 + 32.6 124,893,557 88,943,256 4 
Western Auto 4,940,000 6,029,008 18.1 19,883,000 17,338,000 ° 
Woolworth, F. W 33,135,860 29,493,570 + 12.3 119,213,051 101,604,500 
Melville Shoe Corp 5,000,607 5,025,706 0.5 15,520,219 12,393,509 
Rose's 5, 10 & 25c ‘ 

Stores ° 644,554 539,876 + 19.4 2,258,430 1,858,729 
Schiff Co 1,689,159 1,554,386 + 8.6 5,075,140 4,022,536 
Group Total $173.420,695 $149,402,220 + 16.1 $605.870,024 $480,468,043 


Combined Total. .$408,144,999 $362,793,196 + 12.5 $1,365,531,330 $1,119,845,052 
+Four weeks and 16 weeks 

tThree month period 

a. Four weeks and 17 weeks. 

*Seven month period. 


| ager of Screenland, has received a| Madison, Wis., agency bearing his 
commission as first lieutenant in|name, has been commissioned a 
'the Army Air Corps and is stationed | captain in the Army and will report 
at Miami Beach, Fla. for active duty May 26. His Madi- 
| Julius J. Rowen, formerly account |S0n accounts will be handled by 
executive of Lester Harrison As-|Arthur Towell, Inc., during his 
'sociates, New York, has been called | absence. 
to active duty as captain in the Robert F. Zimmerman, account 
Army. |/executive with Beaumont, Heller & 
| William H. Kiker, vice-president Sperling, Reading, Pa., has enlisted 
‘of Midwestern Broadcasting Com- ollie and is stationed at 
any, Which operates WTCM, Trav- | ~* : y 
poo City, Mich., has enlisted in the|, Geerse W. Blakely, publisher ot 
Army Signal Corps. Union Server, Chicago, has entered 
Tom Prendergast, assistant ad-|2°tlve service and has been com- 
|vertising manager of Rockwood — a captain in the U. S. 
|Sprinkler Company, Worcester, = 
Mass., has received a commission as F Spey 
‘second lieutenant in the 101st In- New WPB Copper Order 
fantry. ; : : 
| Major George Ellis Wilkinson, for | Hits Neon Lighting 
13 years Eastern manager of the|, '%¢ War Production Board has 
trade extension division of The issued * curtailment order adding 
: more than 100 civilian products to 
American Weekly, has re-entered the list of those in which the use of 
the Army, reporting for duty in the |copper and its alloys is prohibited 
Air Corps Technical Command at|Among the items on the new list of 
Southern Pines, N. C. products in which copper must not 
Robert G. Mills, Jr., advertising, >€ used in manufacturing, as- 


“You’re hiding your light under a bushel,” has been said by sev- 
eral buyers of advertising to our representatives lately. 

“You fellows ought to bear down on your unbelievably low 
cost per page per thousand.” 

It is true that we have been selling our market of over 600,000 
mechanically-capable men and assuming that advertisers would 
themselves find out how reasonably they could reach it, but 
here we give the figures. 


At the one-time rate the cost per page per thousand is only 
$1.44. At the twelve-time rate it drops to $1.33. Those figures 
are based upon A B C circulation for the last six months of 1941. 
Right now circulation is rising—voluntarily—especially in war 
industry areas, and cost per page per thousand is going down. 

You will have to do a lot of figuring to find any magazine, in 
any field, with a cost so low. 

And we can’t resist adding that this magazine— Popular 
Mechanics—is reaching the livest market in the country today. 


POPULAR, fecHANCs 


200 East Ontario Street, Chicago * New York * Detroit * Columbus 


solicitor for the Chronicle, Augusta, S¢™bling or finishing after May 31 


Ga., is the 13th employe of the 
paper to join the armed forces, hav- 
ing recently been inducted into the 
Army Air Corps. 

Clyde R. Van Dyke, national ad- 
vertising manager for the Journal- 
Tribune Publishing Company, Sioux 
City, Ia., has been commissioned a 
Navy ensign and is reporting to the 
reserve midshipmen’s school in Chi- 
cago. 

A. M. Wood, New England dis- 
trict manager of Procter & Gamble 
Distributing Company, has_ been}! 
commissioned a major in the Army | 
Air Corps and assigned to Orlando, 
Fla. 

William E. Walker, head of the 


are bulbs and neon and fluorescent 
tubes for advertising. 

The list of products covered by 
the new restrictions ranges from 


‘household pins made of brass to 


fountain pens, and from dog collars 
to musical] instruments. In addition, 
manufacture with copper of ever) 
article not on either the origina! or 
the new list must stop on June 15 if 
any copper is used which was ob- 


|tained before Feb. 28, 1942, except 
| to fill orders bearing rating of A-1-k 


or higher or otherwise with ex: 
permission. 


Two to Blue Network 
WNAB, Bridgeport, and WELI, 

New Haven, will join the Blue Net- 

work as basic outlets on June 15 


ILLINOIS? 


Reach a big chunk of 
it through the 
DECATUR station, 


250 W. 1340, Fall ‘Time. 
Sears & Ayer, Rep*+ 
Local help given. 
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ADVERTISING AGE 


For reference data on these 
media consult the 


MARKET DATA BOOK: 


Advertising Distributors of America 
Afro-American Newspapers 
Amsterdam Star-News 

Atlanta Journal 


Big 4 Advertising Carriers 
Blum's Advertising Agency 
Boston Post 

Buffalo Evening News 


James T. Cassidy, Inc. 
Chicago Defender 
Chicago Herald-American 
Chicago Tribune 

Cincinnati Post 

Columbus Evening Dispatch 


Dayton Journal-Herald 

Des Moines Register and Tribune 
Detroit News 

John Donnelly & Sons 


Fact Finders Associates 
Fawcett Publications 

Fedder Advertising Distributors 
Fort Worth Star-Telegram 


Home Owners’ Catalogs 
Hospital Management 
Houston Chronicle 


The Journal (Portland) 
Journal and Guide (Norfolk) 


Kansas City Call 

Kansas Farmer 

KDYL, Salt Lake City, Utah 
KFYO, Lubbock, Texas 
KGNC, Amarillo, Texas 
KIRO, Seattle, Washington 
KMA, Shenandoah, lowa 
KOMA, Oklahoma City, Okla. 
KRGV, Weslaco, Texas 

KSD, St. Louis, Mo. 

KSL, Salt Lake City, Utah 
KSTP, St. Paul-Minneapolis, Minn. 
KTSA, San Antonio, Texas 
KTUL, Tulsa, Okla. 


Don Lee Network 


Louisville Defender 


Media Records 

Michigan Advertising Distributing Co. 
Milwaukee Transportation Advertising 
Minneapolis Star Journal and Tribune 
Missouri Ruralist 

Moline Dispatch 

Molton Distributing Co. 

Murray and Malone Co. 


Nashville Tennessean and Banner 
Nassau Daily Review Star 
National Broadcasting Co. 
National Transitads 

New Haven Register 


Peoria Journal-Transcript 
Philadelphia Tribune 
Pittsburgh Courier 
Pittsburgh Sun-Telegraph 
Popular Mechanics 
Publicity Distributing Co. 


Rock Island Argus 


St. Louis Globe-Democrat 
San Antonio Express and Evening News 
Scripps-Howard Newspapers 


This Week 

Topeka Daily Capital 

Topeka State Journal 
Transportation “dvertisers Inc. 
Triple A Advertising Carriers 


Ueber and Sons Advertising Agency 
United Advertising Corp. 


WAVE, Louisville, Ky. 
WBEN, Buffalo, N. Y. 
WCOP, Boston, Mass. 
WFBL, Syracuse, N. Y. 
WFEBR, Baltimore, Md. 
WFIL, Philadelphia, Pa. 
WHAM, Rochester, N. Y. 
WHBF, Moline-Rock Island, Ill. 
WHP, Harrisburg, Pa. 
WIBW, Topeka, Kansas 
WKNE, Keene, N. H. 
WLAW, Lawrence, Mass. 
WMC, Memphis, Tenn. 
WNBC, Hartford, Conn. 
WORL, Boston, Mass. 
WPEN, Philadelphia, Pa. 
WPTF, Raleigh, N. C. 
WSYR, Syracuse, N. Y. 
WTAG, Worcester, Mass. 
WTRY, Troy, N. Y. 


Look it up in the 
Market Data Book! 


Here’s What 


Armour and Co. 


Thinks About 


[| 
"cs 
H roe 


f 


The Market Data Book! 


The Market Data Book for 1942 (Consumer Markets 
Edition) is in the hands of every important national 
advertiser and advertising agency in the United States. 
And are they enthusiastic about it! And no wonder 
it’s the only advertisers’ reference book containing com- 
plete official figures on consumer 
buying power in all lines, all over 
the country, broken down by 
counties, cities, states, regions and 
the nation! 

J. E. Weber, advertising man- 
ager of Armour and Company, 
Chicago. is a typical user of the 
Market Data Book. With Armour’s 
tremendous volume of business, its 
important brands of meats and 
allied products, and its far-flung 
advertising and promotional pro- 
gram, the Market Data Book fits 
into the working program of its 
advertising department like a 
hand into a well-worn glove. 

“The Market Data Book.” says 
Mr. Weber succinctly, “serves a 
very useful purpose in our organi- 
zation. It is one of the best organized compilations of 
essential market facts for ready reference that | 
know of.” 

Is the Market Data Book “best organized”? Well, it 
contains 479 pages of data, including state and regional 
maps, county breakdowns on all primary measuring 
sticks of consumer buying power, charts, graphs and 
tables to enable comparisons of markets to be made 
easily, quickly and conveniently, and is indexed so 
completely that any market, no matter how small nor 
how large, can be readily located. 

“Essential market facts”? If any have been omitted, 
we don’t know what they are. In addition to official 
data on the distribution of population and buying 
power, expressed in retail sales, the Market Data Book 
likewise contains complete figures, broken down by 
counties, showing distribution of residence telephones. 
automobile registrations, income tax returns and other 
indicators of consumer income and expenditures. 


J. E. WEBER 


In addition, leading media have filed in the Market 
Data Book (see list at left of this page) reference in- 
formation on their facilities and market coverage. Thus 
advertisers have immediately at hand specific data on 
media which are available for coverage of many of the 
markets in which they are inter- 
ested, 

Suppose Mr. Weber is studying 
Ohio, for example. Turning to 
page LOA, he finds ten pages of data 
on the Buckeye State, with a full 
page state map followed by a gen- 
eral editorial analysis of the state, 
its population, buying power and 
urban markets, Next is the county 
breakdown of retail sales, oceupy- 
ing two pages, with another two- 
page analysis of buying power 
factors, by counties. Each city of 
importance has a special editorial 
analysis, with detailed information 
on its population, retail sales, by 
classes, number of wholesale and 
retail stores, by classes, and manu- 
facturings activities, plus a sum- 
mary of its weather range and advertising facilities. 

Detailed information on the following media fur- 
nishes facts and figures on the character and cost of 
coverage of Ohio markets: Molton Distributing Com- 
pany, Cleveland; Cincinnati Post, Columbus Evening 
Dispateh and Dayton Journal-Herald. Media pages 
conform to standards and specifications set up for each 
group by leading advertisers and agency executives, so 
that they supply a real reference service. 

The Market Data Book is a proven time-saver for the 
national advertiser and his ageney—combining in one 
standard reference work all the information which 
otherwise could be obtained only by referring to a 
dozen or more sources. Make sure that all those who 
have to study markets and media in your organization 
are thoroughly familiar with the tremendous time-sav- 
ing value of the Market Data Book. It’s standard equip- 
ment in the busy office which has to work with facts 
and figures. 


THE MARKET DATA BOOK 


Published by Advertising Publications, Inc., publishers of Advertising Age and Industrial Marketing. 


NEW YORK 
330 W. 42nd St. 


CHICAGO 
100 E, Ohio St. 


LOS ANGELES 
Simpson-Reilly, Ltd. 
Garfield Bldg. 


SAN FRANCISCO 
Simpson-Reilly, Ltd. 
Russ Bldg. 
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*Collier’s’ Publishes 
Wartime Food Chart 


Collier’s has released a Wartime 
Food Chart, prepared in coopera- 
tion with the Elen M. Richards In- 
stitute of Pennsylvania College. The 
weekly amounts of food are based 
upon allowances of nutrients rec- 
ommended by the Committee on 
Foods and Nutrition, National Re- 
search Council, and on suggestions 
of the Bureau of Home Economics 
of the U. S. Department of Agricul- 
ture. 

The chart has been offered to 
readers of Collier’s for ten cents, 
and to food manufacturers who may 


Borton Pleads for 
Greater War Jobs 
for Advertising 


Great Propaganda 
Force Inadequately 


Used, AFA Head Says 


AVC EXPLAINS RAYON PICTURE TO WOMEN 


YOUR RAYON 
STOCKINGS 


| | AYON STOCKINGS are now on sale throughout the country 


If you are not wearing them now, you may be soon ” 


| here are some facts to consider 


Facts of immedtate 
interest to every 


American woman 


we 


| efficiency, to simplify and convert. 
'to forget larger profits, to subcon- 
|tract where possibie, to drive for 
|one thing only—victory. 

| “We have, too, the opportun ty 
|and the challenge to do a job for 
management which is also a job for 
public morale. One of the under- 
'lying causes of our public disunity 
|is a public failure to understand n- 
|dustry and business—a _ tendency 
}even to distrust them. .. We hive 
|right now an almost incredible «p- 
|portunity to interpret business «nd 
| Management to the public. Business 
/and industry are performing mjr- 


distribute the chart containing their) Niagara Falls, Ont., May 18.—‘We | You know, of course, how beautiful and serviceable rayon jacles in war work. The public 
own tie-in. ‘have in Canadian and United States | a ~— oom - 7 a a . ae knows a little of these miracles, put 
‘advertising and publicity organiza-| 7s! mm Grn wes am al on doi | it does not understand that thes: 
Verschuur to New Post tions the greatest propaganda ma- wenien, hanseite, ie winndndl ter the at sree 2. possible 4 because os the de el- 
. . l rith chine the world has ever known, So, the rayon hosiery we had hoped for has not yet gone 9 . | opment G usiness UNCEr Our ee 

sev ¢ Ss, d ’ : F ‘ ‘“ . ® : , 
wera the Chicago sales staff of anomaly 1S that In the meantime, your rayon stockings may be made of yarns . re P If you and J we gene Uo 
Popu lar Science Monthly. advertising men not designed for hosiery, but for other uses. Using these yarns, 4. quately now, we s al elp ada a 
and women are your new stockings are constructed to give you as much wear and 5. 2 fifth freedom to the four of the At- 
as k i n g them- satisfaction as possible, under the circumstances ~ De | lantic Charter—we shall insure for 
selves what, if If your first pairs are not all you'd like them to be, don’t be 4 | years to come the freedom ot ee 
‘anything, adver- ene cvleiedl. Resentber thet American innesisity te achioving tay |. enterprise,” Mr. Borton asserted. 
COLUMBIA'S tising can do to provements in design, processing, and finishing which will surely “Moreover, in telling this story, we 


FOR THE 
SOUTHWEST 


KFH 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


| Federation of 


help win the 


America, and ad- 
vertising director 
of LaSalle Exten- 
sion University, told the Interna- 
tional Affiliation of Sales and Ad- 
vertising Clubs here Saturday. 
“Eager and determined to give 
ourselves and our skills unstint- 
ingly to win the war, we yet hesi- 
tate and stammer over our place,” 
he said. “Repeatedly, advertising 
men and women have expressed to 
/'me a desire to get into some ac- 
‘tivity where they can count for vic- 
tory, forgetting or never realizing 
| that they are already in the indus- 


Elon C. Borton 


|try that can count more towards | 


| victory than an army corps, or a 
battle fleet or a sky full of bombers. 

“Something is startlingly wrong 
with our industry’s public relations 
‘when the question even needs to 


g 


SUPERSTITIOUS 


but + + « it doesn’t take a lot of crystal ball gazing to 
tell when MOTOR ACE went 100% service 


two years ago, it was right. 


result in your greater satistaction 


AMERICAN VISCOSE CORPORATION 


With this copy in June issues of Ladies’ Home Journal, McCall's and Woman's 
Home Companion, American Viscose Corp. will open a new campaign telling 
American women that they mustn't be too critical of their first pairs of rayon 
hosiery since the machinery to be used eventually in producing special hosiery 


yarns is needed now by the war program. 


J. M. Mathes is the agency. 


be raised about our part in the war. 
England has drawn advertising men 
into her government propaganda 
effort and has placed them in charge 
of her information and_ public 
morale promotion. Canada has rec- 
ognized the value and place of paid 
advertising and is enlisting some- 
what of the knowledge and skill of 
organized advertising. But neither 
in Canada nor in the United States 
has either the government or our 
own industry realized fully what 
we can and must do.” 

Pointing out that this war is dif- 
ferent from all past wars in the ex- 
tent to which it disrupts the lives 
of all, with consequent disturbances 
to civilian life and perils to national 
|unity, Mr. Borton declared that 
“first and foremost and all the 
time, advertising must take over its 
|part in informing, uniting and in- 
spiring the 140 millions of our two 


| countries to the imperative victory 


| effort.” 
, “Our government,” he continued, 
|“could wisely call in organized ad- 
vertising, organize a_ professional 
|}advertising and _ public relations 
board or group to handle this much- 
| needed task professionally as a 
unit instead of, as now, leaving us 
to beg and wheedle for a chance to 
serve. I am glad that the Advertis- 
ing Council is finding its way stra- 
tegically to the heart of the prob- 
lem, but I would have preferred to 
see the government call us in from 
the start and turn over to us the 
job that we are so well fitted to do. 
But, whether our governments 
formally ask us to do it or not (and 
I hope and trust they will soon call 
officially on us for our united, ut- 
most cooperation) we can and must 
employ our every facility to this 
end.” 

Emphasizing that he was leaving 
out of consideration entirely the co- 
operation in the war effort which 


to inspect the finished piece more 
carefully. The same imagination 
that developed striking ads and ef- 
fective display pieces can develop 
slogans and drives and exhibits that 
will speed production pridefully to 
hit Hitler or muss up Mussolini. . . 


Can Add Fifth Freedom 

“That is the first job for every 
one of us. That is the story we must 
get over to employe, customer and 
management—the furious urge to 
produce and prepare. Yes, we must 
sell management, too, in its part 
—to eliminate every waste and in- 


shall give a lift to public morale 


| war,” Elon Bor- Published t» help gon emderstand and tele cave of : Our governments will—and should 
STATION ton, chairman of = DEP, Mes cc sag tapi aig dicate |—report the progress of the fighting 
'the Advertising war. But just as stimulating, just 


as dramatic, can be the reporting 
‘by us of the producing war. . 


Must Plan for Future 


“Along with this responsibility of 
fours as molders of public opinion 
'to make sure that our peoples un- 
'derstand clearly the free enterprise 
'system, goes our responsibility «lso 
to prepare them for the postwar 
period—to tell them of what is to 
happen as far as we can judge. We 
can tell them of what our compa- 
nies are doing now in preparation, 
how our laboratories and engineer- 
|ing departments are planning now 
to use the inventions of the war, the 
new developments in materials and 
the enlarged factories for greater 
services and improved products for 
them after Hitler and Hirohito and 
|Mussolini have been whipped. 

“Selfishly, too, (at least selfishly 
for our firms) we must work to 
keep our company and _ product 
names before people even though 
we have little or nothing to sell. I 
say ‘selfishly,’ but it is not alto- 


WORCESTER’S 25.4 per cent 


RETAIL SALES 
Up 25.4% 


in Worcester, Mass. 


According to Sales Management 
Forecast for 12 months ending 
May 31, 1942 as compared with 
12 months ending May 31, 1941 


"AROLO mL amaearT 


_ 


gain over its own record gives 


the highest rating of any city in Massachusetts. And on Sales 
Management's National Index (city gains compared with nation 
gain in sales) Worcester’s index figure of 102.2 per cent is also 
the highest of any Massachusetts city. 


Since then its circulation—all service—is bet- | individuals are extending outside of ; 
— 50.000 d still : office hours, as well as the matter Stated in dollars, Worcester’s GAIN in 
er than 00,000, and still going up. Its sub- [of cooperation in conservation Retell Sales Veleme tatehs 


drives, war bond campaigns, etc.., 
Mr. Borton asserted that one of the 
most important ways in which ad- 
vertising can serve is in the job “of 
building and maintaining morale 
among the employes of your own 
companies in cooperation with your 
personnel departments and produc- 
tion executives. It’s a promotion 
job primarily and right down your 
alley,” he said. “The same skill 
that sold goods and services in nor- 
mal times can inspire men and 
women in the plant and office to 
avoid accidents or careless use of 
machines, to put in full time re- 
gardless of a pocket full of money 
and an urge to take time off. to 
weld more parts in a given time or 


scription renewal rate has jumped to 73.29°/ 


$28,700,000 


The Worcester Market —a rich field for advertisers, NOW — 's 
covered by The Telegram-Gazette ALONE. Circulation more 
than 134,000 daily. Population: City 193,694. City and Reto! 
Zone 440,770. 


Th TELEGRAM -GAZETIE 


WORCESTER MASSACHUSETTS 
CGeoerce F. Boorn, Pubesht3- 


CK aud ASSOCIATES, NATIONAL REPRESEN 


OWNERS of RADIO STATION WTAG 


—tops for its type of magazine. 


Automotive servicemen today are the automo- 
tive business men—and more than 50,000 of 


them read MOTOR AGE. 


It’s the “natural” for today. 


A CHILTON PUBLICATION 


Chestnut & 56th Streets, Philadelphia. Pa. 
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MOTOR 
Bere AGE 
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ON THE FIGHTING FRONT 
Coten ie new producing Airplane Parts 


Ley deiedenciantiiest eden ina 
—————~——e 
Se et Rate me py ty 


Nertham Warren (o-peramen Mununons fo Var—Morele a Home 


In this copy in the Chicago Tribune, New 
York Times Magazine and San Francisco 
Chronicle, Northam Warren Corp. em- 
phasizes that although its Cutex plant 
is now manufacturing airplane parts it 
will continue to supply women with 
manicure preparations “on the beauty 
front." J. Walter Thompson Co. is the 
agency. 


gether selfish. For in the critical 
postwar adjustment, our public 
economy will be easier, unemploy- 
ment kept down and normalcy more 
quickly restored if existing compa- 
nies can get quickly back into pro- 
ducing and selling.” 


Must Build Morale 


Recounting tales of the fervor 
with which Germans, Japs and Rus- 
sians view their leaders and the 
war, and declaring that in contrast 
“we face this war as an annoying, 
necessary job to be done, but as a 
job, not as a glorious crusade,” Mr. 
Borton declared that “we civilians 
need somehow to be lifted out of 
ourselves. We need all our present 
egotistical confidence; we need all 
our basic willingness to give liber- 
ally of money and time; but we 
need much more. 

“We are fighting a world struggle 
for the continuation of all the ideals 
that have brought the world out of 
darkness and slavery, for our very 
freedom and the happiness of all 
we hold dear. Somehow that must 
be burned into our very souls un- 
til we match the fervor of the Japs 
and the Nazis. 

“And we 
masters at selling ideas—and our 
associates of the press and radio and 
mail—masters of the channels of 
communication—can do that job, 
and must do it effectively and im- 
mediately. That is our task and our 
opportunity.” 


advertising people— | 


Negroes in the 
War Program 

There’s a million-odd manpower 
now unused or improperly used 
that American industrial manage- 


ment can profitably put to work in| 


'the Battle of Production, represented 
by skilled and semi-skilled Negroes, 
|declares the May issue of Modern 
Industry in presenting an analysis 
of the situation. The full economic 


'use of this potential force has been | 


restricted by the age-old, undemo- 
|eratic racial prejudices, but eco- 
nomic necessity and a tight labor 
market is gradually beating down 
the barriers, the publication says. 

The current increase in Negro 
employment is not confined to com- 
mon labor jobs; today Negroes are 
operating boring mills, punch 
presses, lathes and high precision 
tools. They are also doing inspec- 
tion work, drafting, and in 
building are gang bosses and super- 
visors. Research laboratories and 
engineering departments, likewise, 
have discovered the abilities of the 
Negro and women of the race are 
now to be found in munitions plants. 
Nevertheless, the article comments, 
the trend thus far has only demon- 
strated the dollars-and-cents value 
of Negro skills to management. 
President Roosevelt's executive or- 
der requiring a non-discrimination 
pledge in government contracts has 
done much to give the colored race 
an opportunity to demonstrate its 
ability in the national war effort 
and educational work of govern- 
ment agencies is rapidly preparing 
this latent manpower for all-out 
participation. 

The demonstrated success of Ne- 
gro employment and, beyond that, 
the social needs of the nation indi- 
cate an immediate program of ac- 
tion for alert management, which 
the magazine enumerates as: 

1. Survey the skills of Negroes 
now employed; find out what they 
can do, what they want to do; 
train, upgrade and promote them. 

2. Survey the Negro community 
at home for skills, trained or poten- 
tial, and hire and train these men 
and women before seeking white 
labor elsewhere. 

3. Oppose racial discrimination 
on all fronts—the Army, Navy, 
government, housing, schools, voca- 
tional training and in the plant. 

The situation today presents a 
challenge of the Negro to American 
management, the article concludes. 

* * #* 
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The smart radio buy in Chicago is 


| — 
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Costs less per thousand families 
than any other major Chicago station 


Our proof? The N BC all-county survey which mea- 


sures all stations on the 


same basis. When you're 


after the rich Chicago market, be sure to investigate 
the opportunity for intensive, economical coverage 


offered by WENR. 


Basic Blue Network Station 
50,000 WATTS ON A CLEAR CHANNEL — 890 k. c. 
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WENR is represented nationally by these Blue Network Spot Sales Offices 
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The Business Digest 


Significant Developments in Trade and Industry as 
| Reported by the Business Press 
| Edited by RALPH O. McGRAW 


ship- | 


of the new Civilian Defense maga- 
zine which made its debut with the 
May issue, that keeping up morale 
on the home front is not only one of 
the most important factors in win- 
|ning this war, but that the defense 
organizations now being formed in 
'every community of America may 
well prove to be a great stabilizing 
; and protective economic force in 
the readjustment which will follow 
the war. 


* * 


| Beet sugar is getting a lukewarm 
welcome from Eastern retailers, re- 
ports “Wall Street Journal.” It’s not 
the sugar itself they don’t like; it’s 
the way it’s packed. The beet prod- 
uct comes mostly in bulk; no handy 
one and two-pound packages. That 
means the retailer has to weigh it, 
and dish it out in paper bags. And 
| buying these bags means an addi- 
| tional cost in sugar merchandising. 
* * * 


If glue were used instead of the 
|conventional type of building ma- 
terials in all of the 48,000 FWA 
homes now being built under con- 


tract, a conservative estimate shows 
that a saving of 100 pounds of nails 
in each—or a total of 2,400 tons of 
metal — would be effected for war 
supplies, comments American Lum- 
berman in a discussion of how glue 
has made 
extend its usage as an alternate for 
steel through development of lami- 
nated units. 


Walker Joins Hooper 


Wallace A. Walker, for the past 
three years chief statistician for 
Mutual Broadcasting System, has 
joined the staff of C. E. Hooper, 
New York. He will be associated 
with the “Continuing Measurement 
of Radio Listening,” reporting serv- 
ice for station audience measure- 
ments in individual markets. 


Burbank to McCord 


Richard H. Burbank, formerly 
with McGuire Advertising Agency, 
St. Paul, has joined the staff of 
McCord Company, Minneapolis, as 
an account executive. 


Hiss Names Erwin, Wasey 


Dr. John Martin Hiss, Los An- 
geles, has appointed Erwin, Wasey 
& Co., to direct advertising of Dr. 
Hiss shoes. Radio in selected areas 
on the Pacific Coast is now the pri- 
mary medium. 


Collison to Ayer 


Thomas F. Collison, for the last 
four years assistant director of pub- 
lic relations for Eastern Air Lines, 
has joined the public relations de- 
partment of N. W. Ayer & Son. 


Mayfield to Agency Art 

F. J. (Jack) Mayfield, formerly 
with Mayfield, Olsen, Wright’s Chi- 
cago studio, has joined the staff of 
Agency Art Studio, Chicago. 


Gay Chrome to Spaulding 
Gay Chrome Company, Wor- 
cester, Mass., has named L. J. 
| Spaulding, Worcester, as advertising 
agency. Newspapers will be used. 


it possible for wood to| 


THE FLAG ALPHABET 


Do you know that five colors 
only are used to form the In- 
ternational Color Alphabet? 
Send today for our Color Facts 
Folder No. 9 which illustrates 
this interesting story. 
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**THE BOBER SECOND THOUGHT OF THE PEOPLE 


Producing Results 


for 102 Years 


HENRY VAN PELT, Editor and Proprictor 


VOL. V. | 


Saturday, :: June 14, 1846, . 
A GREAT MAN TAs FALLES! 


GEV. ANDREW JASON — re 7 j 
triot, the Sage * 


ge to prows without m ‘ 


pes orriey.—To 


. We Reported the Death 
of ‘‘Old Hickory’’ 


In the old files of the Memphis 
Appeal, we came across the story 
of the death of Andrew Jackson. 
One of the great presidents of the 
United States, famous Indian 
fighter, hero of the War of 1812, 


legendary duelist, and founder of 


is far more than their newspaper. 


the “spoils system” of American 


politics, he remains to this day 


Tennessee's most colorful per 


sonality. 


The story of his death ran in 1845. 
That 


was a long time ago when 


raw America was still in the fron 
tier stage. The roots of The Com- 


mercial established 


Appeal are 
that deeply in the South. 


newspaper 
with all the 
achievements, of its 102 
Winner of the 
a long list of journalistic citations, 


to the people of the Mid-South it 


It is the most profound influence 


in their lives. 


The 
standingly 


tising for these reasons. 


the largest 
South. 


to the people of this market 


N. B. FOREST, 
DEALER IN SLAVES, 
No. 87 Adamse-st, Memphis, Ten... 
HAS just received from North Carolina, 
twenty Ove likely young Degrocs, to which he 
desires to call the attention of purchasers 
He will bein the reguiar receipt of negrors 


from North and Soath Carolina every wonth Hhie Ne 
gro Depot is one of the most complete avd commodious 


establishments of the Bindia the Southern country, and 
bis regulations exaet aod systematic, cleanliness, neat 
nese and comfort being strictly obscived and enforced 


His aim is to furnish to customers A 1 servants? 
field bands, sound and perfect im body and miod 
frovs Laken on commission jen2t 


General 


in the 


Forrest, brilliant 


and originator of 


Confederate 
modern eavalry 


trader before the Civil 


raider 
tactics, was a slave 
Wear. This is his business card which ran 


ippeal in 185?, 


Memphis and Arkansas River 
CONFEDERATE STATES MAIL LINE. 


CHANGE OF SCHEDULE. 
rPVHE SCHEDULE ON THE LITTLE ROCK 
r AND NAPOLEON RIVER ROUTE has 
beea changed. 
Hereafter the Boats on this Route will leave Na- 
poleon, on 
Tucedays, Thursdays and Sundays, 
This change is made so as to run light Boats 
ONLY TO NAPOLEON, 
during low water, aud to connect with the Mem- 
phis and Vicksburg packets at Napoleon. We have 
very light boats, and hope to be able to run through 
to Little Rock all the low water season. 
JNO. D. ADAMS, 
July 18, 1861. Proprietor. 


The Commercial Appeal is a great 


because it is imbued 
traditions, all the 
years. 


Pulitzer Prize and 


peared when the 


was one of the 


Vemphis 
ports of the 


most important 


river glamorous steamboat 
ord, The 


mentioned in this 
into the 


Napoleon, Ark., 
later fell 
Vississippi and completely disap 


entire town of 


ippeal ad, 


bank collapsed, 


rivev 


Commercial 


\ppeal is) out 
productive for adver 
It covers 


market 


splendidly prosperous 


COLT’S REPEATERS. 
FINE lotof this most desire = 


ved th riber t) 4 > 
putat of th Pistol i¢ not 
sufimed to th tion of im 
' rto the United Stat but igextended t 
pati toll f where t and theienecy 
in such Weay are tered vy Worth Ww 
have afew of the Pocket size in bowen: hevee 
60 an extra large oor intended! the Nav rvice 
MEKRIMAN, 
Dealer ip Fine Watches and Jewelry, 


myt5 Corner Front Row and Madison st. 


market 


And it is extremely close 


area in the 


able 


to reach them most effectively with 


advertising. 


THE MEMPHIS 


COMMERCIAL APPEAL ,, 


illusion to Navy service in this Appeal 
notice recalls that the gover sment main 
tained a Navy Yard in Memphis in the 


1840's, Altho 1000 miles inland, Memphis 


was deemed an important cog in the de- 
of the 


fense Western frontier. 


The Commercia) Appeal and 
The Press-Scimitar are the two 
great Scrippe-Howard newepa- 
pers serving Memphis. Repre- 
sented by the National Adver- 
tising Department of Scripps. 
Howard Newspapers. 230 Park 
Avenue, New York Also in 
Chicago, Detroit, Philadelphia. — 
Memphis and San Francisco. — 


ait iw 


‘4 Se 


f et ae ae ae ORS Nad TEE! GR til ed i ee PT, we ee sh EAS RR i acy Fle ce ea ae a eke PWS OPE eee Ee 
2 a = | 
| omy 
x 
ly ’ . a e 4 
> 4 ‘ 
Dy (> Bas 
“i 1a as 5. ee i 
pe ‘ V € 4s ; seis ae 
tv E ee ee ee 
A < -] a 3 2: ak aid 
n- \ cas Ale a 
) ae 
y a” i ty y EN an » “ rey 
v~ ¢ 
nd i 
PSS pete a 
r- Te Gh, oqatamsanen: - b. _ ay 
lic SSS Sa oe 
ut ON THE BEAUTY FRONT a a 
re Cutan ic Supplying Women with SS 4 : 
Manicure Preparations im eee 
el poe a = p> 
————- | 4 
\t- Bo 
; —~ BSCS 
for . f 
ee gue, 
ed. ae 
we Sow a 
rey ee 
= alk 
a “ _ 4 co. uy 
ust INTING INK CORP. - a, 
a |B, NEW YORK bigs 
INNATI PHILADELPHIA cme 
: _\LTIMORE = CAMBRIDGE Fis Aes 
= Ke S06 
of SS EE se Me 
on (aie: 
“2 = Po . ae 
rise : roe 
war *) 
ee ee) ‘ 
NN mm 
aici ni, 
SS A TT RG NR eR SHR THR ee we mm am ag 
. a 
Pe MEMPHIS, T og 
\ ee : sai 
, i 
| |e 3 
eas  ‘, ¥ i = re 
more | ™“,- oe ie 
Infirm stion to be & yy, . a ae Pi i 
here on Thuredsy ev ss — & ae { 
ville, convey ' . * Wa “7 ue ie. 
the t “Ne, \ ieee * . Cot. 
gaan; he departed t ' Y <3. que Sy ties 4 P| ta eee 
at 8 e'clock, « — y" ep \ Ned . : a 
: bath, aged 74 years M “ =a) RS ee : | ae 
| - | \ I Ss f 
@ o6 bite an how © j : "et, Fa : F: -. i 
——— Capectaion of the or i of \ -e ae 4a 7 fi ie < > 7 a >. me, a 
ma wih parry bt a tire ‘ ~ = % 
= ’ ee — “a ns Te : ~ “ay 
furnishing our distiot subscribers with i ' A a #1), 2 t 7 “~ a tps 
epee qutil the meat me Tewton 7 { 7" ‘ ‘oie ee sere 
= phere wi a in ‘ i Ve } M om . ; psc 
I j | ae ee ; 2 
popers of thet « oer . . ie: Bhs: i ae 
Sreest n of the fect of {G afl u A “Gee” @o oe mf oo vn emer 
Jackgon, o« pepx re wer tu pees y Fe é pe a j ae o 
8 few hours ofier bis ‘y > yi, — — Fone o 
Grew cece ast. oo A ; f 4 t atl =! fs a! a cot ai lies), 
| , | ads’ fi “oa, ie 
mont per 4 " 4 Fa, "Goa 
* of the ’ sphated ' ” J . ; ' - J 
3 Office to M 0 #4 ’ oy ae a 
ae | sperprlpsyeepeeprpe ma f 24, 
y ae : toes wy wi Gd er 
| (her on f ' Mos ‘ ch to gates ' ' ae 
: —_—--ee-aree-,-————————————————————————————————— EEE las | 
: re :; so iat ey Gti ee oe 4S ‘ Nilei<y, 
4 
ee ee <<" ‘ a 
| i: 
t | a “S>... 
les 
s 7 | so ——— a : 
ond Fi maar mepaepeara apse A A 9 er . 
| Ps aa - 
ee 
| I OO Seelam 
) ee 
S| EEE 
: | Po Pe ' / 4 | 
ee ————_= ’ 
ore eS ™ 
ee ms 
s | et : . 
as : 
wy eee — ? | 
ts Ts 
~. a 
i ay le er ie “op os A tya . ‘35 A - ' : i ie A a Ya ; Put : x 7 sap eS a ee FE : : e & : 4 i ¥ \, 4 oe x is 3 ? “ = aa ey i . a F es a , Aes : 
5 aa Bee Ni Sig Ry. ate iis SOM eae ee at ae pate ale ale MO haey eo Re Lal sph, ty one. 2 ei 


. 2 ain o : Pye ie 
" ii Shae ere eats. Shine herbert fe Sill Sis “& 


24 


ADVERTISING AGE 


May 25, 1942 


Flag Week Council 
Includes Admen 


Plans for the 1942 celebration of 
Flag Week June 8-14 are being 
completed by the United States Flag 
Association with the cooperation of 
several hundred local committees. 
: Proclamations by state governors 
: wea and mayors also will mark the ob- 

1: servance culminating in Flag Day 
June 14. 

The association has set up the 
National Council of °76 to sponsor 
a the celebration. Secretary of War 
: Henry L. Stimson is chairman. 
Among the members are John 
Benson, president of American As- 
sociation of Advertising Agencies: 
Neville Miller, president of National 
Association of Broadcasters; and 
William B. Warner of McCall’s, 
president of National Publishers 
Association. 


Cresswell to OCI 


Robert Cresswell, former pub- 
lisher of the suspended Philadelphia 
Evening Ledger, has joined the staff 
of William J. Donovan, Coordina- 
tor of Information, as assistant to 
the chief of the special activities 
section. 


“‘Cover-to-cover, the facts indicate 
that it is one of the most USEFUL 
magazines in America today. 
Wherever you find it, you finda 
business man... well informed.”’ 


| Marsh Named President 


| president. 


| Westinghouse Ad 
Veteran Honored 
at AGMA Banquet 


Hershey, Pa., May 21.—Members 
of the American Gear Manufactur- | 


ers Association honored J. C. Mc-| 
Quiston, pioneer industrial adver- 
tiser, with a testimonial banquet | 


here last week on the occasion of | 
his retirement. | 
Advertising manager of Westing- | 
house Electric & Mfg. Company for 
30 years, and manager-secretary of 
the AGMA for the past decade, Mr. 
McQuiston played an important part 
in the early development of Station 
KDKA, Pittsburgh, pioneer broad- 
casting station. He was presented 
| with a testimonial book containing 
125 sheets, each signed by execu- 
‘tives of member companies, and a 
watch, in addition to honorary life 
|membership in the group. 

. C. Goin, former sales manager 
of the Gearing division of Westing- 
|house, has been named manager- 
'secretary of the association to suc- 
ceed Mr. McQuiston. Headquarters 
are in Wilkinsburg, Pa. 


TENSES 
| 


Bauer Promotes Pelter 


Sidney H. Pelter, formerly sales- 
|/man in Pennsylvania and Connecti- 
cut for Bauer & Meyer, has been 
appointed sales manager for trans- 


ARE crc 


portation advertising space in Con- 
necticut. 


‘LaSalle to Curtiss 

LaSalle Designing Company, Chi- 
cago tool designer and management 
| engineer, has appointed the Chicago 
office of Spencer W. Curtiss, Inc., to 
direct its advertising. 


John A. Marsh, Amherstburg, 
Ont., has been elected president of | 
the Ontario-Quebec division of | 
Canadian Weekly Newspapers As- 
sociation to succeed Frank Macin- | 
tyre, who has been named honorary 
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1940 Census 


month from our 


sentatives. It will pay you to keep 


When you are ‘‘buying’’. 


CALIFORNIA 


be sure to include 


SAN DIEGO 


about half of San Diego's story. 
Get the true facts month by 


pace with Southern California’s 


second largest market! | 


“SAN DIEGO UNION 


and TRIBUNE-SUN- 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 
New York « Chicago - Cleveland - St. Louis - Denver - Seattle - Portiand - San Francisco - Los Angeles 


figures tell only 


National Repre- 


Getting Personal 


Ben Hadfield, dean of Yankee Network announcers, has been 
awarded the honorary degree of Doctor of the Art of Oratory by the 
Staley College of the Spoken Word, Boston. His wife, Rose, received 
a like degree. Anybody want to argue with the Hadfields? ...W. B. 
Stewart, adv. and sales prom. mgr. of Parker Pen Company, Janes- 
ville, Wis., is mighty proud to report that all of Parker’s 1,250 em- 
ployes are participating in the war savings bond payroll allotment 
program... 

Lever Bros. Ltd., Toronto, recently honored 30 employes for long 
service records with the company at a testimonial luncheon. G. A. S. 
Nairn, president, acted as chairman of the luncheon and presented 19 
watches. . . John H. Wyss, a member of the advertising department 
of Coopers, Inc., Kenosha, Wis., was married May 9 to Janet Marie 
Weiss. . . 

Burton Browne, president of the Chicago agency of that name, has 
just purchased a new home at 375 Milton avenue in suburban Glencoe. 
He also maintains 
a summer home in 
Wisconsin. ‘ 
MacManus, John 
& Adams, Detroit 
agency, celebrated 
its eighth anni- 
versary with a 
holiday and_ staff 
parties. Women 
staff members held 
a luncheon in the 
Fisher building 
and the men at 
the Bloomfield 
Hills home of 
John R. Mac- 
Manus, vice-presi- 
dent... 

James E. Stiles, 
president of the 
New York State 
Publishers As- 
sociation and pub- 
lisher of the Nas- 
sau Daily Review- 


William H. Johns’ 50th anniversary of his entry into ad- 
vertising was celebrated in New York, May |4. Bruce Bar- 
ton (standing), president of the agency, facetiously re- 
called that BBDO had everything except respectability 


Star, Rockville before the merger of the George Batten Co. with Barton, 
Centre, L. L, was  Durstine & Osborn, and that Mr. Johns (seated), now 
honored at a testi- chairman of the board, contributed the virtue when they 
monial dinner combined. Mrs. Johns is seated at left. The couple's 


son, Talbot Johns, journeyed east from the BBDO Min- 


iv by 500 Nas- ; 
given by AS neapolis office for the festivities. 


sau County mer- 
chants, business 
and professional men in Garden City May 6. Among the guests were 
Wallace Odell of the Macy Westchester Newspapers, Henry James, 
publisher of the Star, Hudson, N. Y., and Carl H. Theising, executive 
secretary of the publishers’ association. . . 

At a dinner on May 6 in the Masonic Temple at Cloquet, Minn., 
Stuart B. Copeland, president of Northwest Paper Company, presented 
gold lapel emblems to founders of the company’s Quarter-Century 
Club. Eighty-seven employes of the company have service records 
of 25 years or more... 

The sports department of Getting Personal went haywire last week 
in crediting victory in the ABP golf tournament at Seaview Country 
Club, Absecon, N. J., to a publisher other than Seranton Gillette, Gil- 
lette Publishing Company, Chicago. He beat out J. K. Lasser, New 
York tax expert, with a sparkling 79... 

George Hadlock and Ed Fryk, managers of the Chicago office of 
Parents’ Magazine, were honored with a tenth anniversary party at 
the Drake Hotel May 15, at which they heard a lot of nice things from 
their publisher, their customers and their competitors. Red Barnett, 
Woman’s Home Companion, the master of ceremonies, and Russ Van 
Gunten, Lord & Thomas, Ross Gamble, Leo Burnett Company and 
Larry Meyers, International Cellucotton, assisted in keeping every- 
thing on the beam. . . 

Former military associates of Maj. Arthur Partridge, for 23 years 
manager and secretary of the Canadian Daily Newspapers Association, 
honored him with a dinner May 15. Maj. Partridge, who will retire 
June 1 to live on Salt Spring Island on the West Coast, was presented 
with a salmon rod and other fishing gear. .. F. Kenyon Brown, KVOO, 
Tulsa, sales representative, has a new son... 

Mel Grover, New England rep.for Nation’s Business, is passing 
cigars and wide grins. His first offspring, Melvin George, Jr., weighed 
in at 6 lbs., 8 oz., at Manhattan’s Wickersham Hospital May 13. . . 
Chester B. Bowles, Benton & Bowles head, has been appointed direc- 
tor of the Office of Price Administration for the state of Connecticut. . . 

Brig.-Gen. Gilbert H. Stewart, credited with placing the Garand 
rifle in mass production, and Edwin C. Bartlett, sailor who survived 
severe wounds after the Pearl Harbor raid, were awarded the Pynchon 
medals at the annual dinner of the Advertising Club of Springfield, 
Mass. . . 

Sub-Lieut. Charles E. Edmonds graduated recently from H.M.C.S. 
Royal Roads, Esquimalt. The new subaltern is a grandson of Charles 
E. Edmonds, chairman of Christie, Brown & Co., Toronto. . . Mrs. 
Teresa Myers, only woman newspaper ad manager in Florida, is cer- 
tainly adaptable. When peddling space for the Tallahassee Democrat 
and State News, Mrs. Myers wears brightly colored socks and rides a 
bicycle, since hose and rubber are curtailed... . 

Add _ inter-office romance notes—Ed Evans, research manager of 
the Blue Network, and Marion Ayer, in the office of L. P. Yandell, 
Blue v.p. & treas., are engaged. Happy day has not yet been set. . . 

Roi B. Woolley, promotion manager of Electrical Merchandising, 
who is Westchester County defense fire coordinator during off-business 
hours, is recuperating in New Rochelle Hospital after an accident 
suffered in the line of duty. While inspecting the work of volunteer 
firemen busy battling a warehouse blaze, he fell 12 feet, fracturing 
his vertebrae. . . 

Cy Perkins, Petroleum Engineer, is the new president and official 
keeper of the pitch pipe of the Chicago chapter of the S.P.E.B.S.Q.S.A.., 
Inc., known as the Society for the Preservation and Encouragement 
of Barber Shop Quartet Singing in America for short. This venerable 
organization, with more than 100 chapters, has been doing more than 
its bit in warbling for soldiers, sailors and marines, and will hold its 
annual convention in Grand Rapids, June 19-20. . . 

Paul Raymer, national radio rep., had to miss the NAB Cleveland 
convention because of illness, but recovered in time to meet some of 
the Western station men in Chicago as they trekked back home... 


‘N ew Orleans Item’ 
Sells Space on 
Editorial Page 


New Orleans, May 21.—If anyon 
asks Ralph Nicholson, publisher . 
the New Orleans Item, what th, 
value of his editorial page is, pr: 
|motionally speaking, he has an ar 
'swer ready: “About 50 per cer: 
more than the contract rate in t! 
|rest of the paper, and it should | 
good enough to break a 65-year-o| 
tradition.” 

No stranger to unorthodox plac 
and sizes for advertising space, t). 
Item attracted the attention of t 
advertising world earlier this spri: 
by eliminating the space customa - 
ily occupied by titles and artis: 
names between the comic strips 
the comic page to sell that sm 
unit to local advertisers. In selling 
advertising space on its editor 
page, sacred to the weighty thoug! 
of Item editorial scribes for 65 yea 
the Item stepped solidly away fro 
tradition. 

The advertiser who achieved 
and paid a bonus for—this covet: 
space is the D. H. Holmes Company, 
Ltd., New Orleans department store 
which this year celebrates its cen- 
tennial. An account of a Holm: 
tabloid section heralding its 100: 
year appeared in the Ad-libbi: 
column of ADVERTISING AGE Ap: 
27. All Holmes’ copy appearing on 
the Item’s editorial page will be 
editorial in style, and institution: 
in nature. Holmes’ contract cal! 
for 300-line space in the right hand 
corner of the page for 13 weeks. 


Corolac, Wine Accounts 
Go to Hirshon-Gartield 


Amoskeag-Lawrence Mills, Man- 
| ester, N. H., has appointed Hir- 
|shon-Garfield to direct advertising 
|for its new fiber, “Corolac,” a blend 
|of cotton, rayon and aralac for use 
|/in wearing apparel. 

House of Old Martineau, Boston, 
producer of Old Molineaux, Old 
Madrid and Three Monks wines, has 
also placed its advertising with the 
agency. Newspaper, radio and out- 
door campaigns are being used on a 
52-week schedule. 


Grout Named Gen. Mar. 


Horace C. Grout, assistant to the 
vice-president of Western Lines, 
has been appointed general mana- 
ger of the company with head- 
quarters at Winnipeg. 


ADVERTISING 
where SALES 


aE 
Concentrated 


@® Jacksonville's skyline NOW spread 


to the entire South via boat, tr 
railroad every possible avenue of tf 
chandise distribution The city is a 
ural”’ for this, because all of the e 
national firms long ago recognized 
strategic point 

Out from Jacksonville go ALL the nee 
ALL Florida. The city is a ‘feeder 


a prosperous State 
| ville’s accelerated 
Uncle Sam's pay-dollare 


Add to this, Jack 
industrial picture 


210,143 
more important now, 


Duval County's population s 
under current 
tions, than buckshot 
| Florida, because Jacksonville is THE 
ter of activity Government payrolls 
|}new industry money, is “gravy.” 
| Journal meets and greets people of Du 
|} County in the evening when they 
time to THINK about what to buy 


circulation over 


REPRESENTATIVES 
}JOWN i PERRY ASSOCIATES 
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_The Listening Post 


The “cooperate—or else!” policy|new plan is being worked out in 
used frequently by various federal | collaboration with the Advertising 
agencies in recent years is now be-|Council and should be ready for 
ing applied to the problem of excess| public announcement within a few 
profits on war contracts. According| veeks. Whereas “Quote Sheets” 
to all appearances, it is getting re-| would have comprised an unofficial 


sults as usual, although neither the| honor roll of advertisers, the new 
Army nor Navy has_ revealed|system will go a step further and 
amounts recaptured to date. With! make the citations official. 

little fanfare and without the nec- * * & 


essity of new legislation or even od 


executive order, both services es-|], Ickes can number on his thumbs 
tablished Price Adjustment Boards, | the occasions upon which he has 
informal in character. Their job is|peen accorded the hero’s accolade, 
to review contracts suspected of| put that is the role in which he is| 
yielding abnormally high profits, now cast in connection with gaso- 
and to coax holders of such con-|jine rationing in the East and Pa- | 
tracts to make “kickbacks” to the) cific Northwest. A year ago, soon 
government. Indications are that) after he became petroleum co-| 
the so-called “voluntary” system is| ordinator, he fought with all his) 
working well. Manufacturers either | considerable vigor to get defense | 
agree to rewriting of contract terms| chiefs to permit the construction of | 
or face the prospect of a grilling at | pipelines to ease the oil transporta- 
4 page ye aenk tad pobiions. (Oe shortage. The Office of Pro- 
mittee, w sulte ‘ity. | ducti 
Another unspoken threat is that ie 
materials might be withheld 
through priority action in extreme 
cases. 


Management, the Supply 
riorities and Allocations Board 
and finally the War Production 
|Board all turned him down on 
'grounds that the necessary mate- 
rials could not be diverted from 
/other needs more directly connected 
with first national defense and then 
war victory. Now, top government 


* * * 


You can expect an official gov- 
ernment pronouncement within a 
month or so proclaiming that it is| 


inpatriotic NOT to plan for the) officials from President Roosevelt 
postwar period. It may even be} on down are exploring every possi- 
accompanied by introduction of a| ble avenue of relieving the short- 


fag or emblem which would go to) 
businesses actively wrestling with 
postwar plans. 

* t a 


age. “Honest Harold” can only say 
“I told you so” because even if new 
pipelines were started tomorrow 
they could not become operative for 
Since its establishment of an ad-| Many months. 
vertising division headed by Ken sige: 

Frank S. Ennis, manager of ad- 


Dyke (from NBC) the Office of ‘al 
Facts and Figures has revised its Vertising and publicity of the 
plans for issuance of “Quote Sheets” America Fore Insurance and In- 


demnity Group, takes issue with a 
recent article in an insurance paper 
urging conservation of paper in the 
insurance field by lessened use of 
house organs, literature, sales bul- 
letins, etc. Pointing out first that 
| there is no paper shortage, and that 
|when one arises we can count on 
the government to tell us about it, | 
Mr. Ennis says: “If intelligent ad- | 
vertising help was needed by the| 
insurance agent before, it is cer- 


reproducing outstanding advertise- 
ments on war themes. Instead a 


FROM 35mm KODACHROME 


PRINTS SEND FOR DETAILS 


Jack Gordon, 64 W. 23rd St. New York 
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'E decided on a new show the other day 
f —and fancy stuff was out. 

No garrulous m. c.’s...no escapist 
drama... nothing but the good old- 
fashioned entertainment that gave Radio its start— 
NEWS and MUSIC. 

It’s on the air now—I1 to 5 P. M. across the 
board. On the hour, top-flight MBS commentators. 
On the half-hour, world wide news flashes. And 
in between— MUSIC! 

We think there’s something about war time that 
calls for this old-fashioned kind of program. And 
preliminary surveys tend to bear us out. 

At any rate, we're giving war-occupied Pittsburgh 
what busy people will take time to hear. 

And right now, Pittsburghers are busy! 


WOGOAZ® 


Preps BURG 


5000 Watts 
1250 K. C. 


NEW YORK CHICAGO DETROIT ATLANTA 
KANSAS CITY DALLAS SAN FRANCISCO 


She K. al; ‘ dgency 


MUTUAL BROADCASTING SYSTEM 


Secretary of the Interior Harold | 


| won 


| IN MAGAZINES 
KEEP ’EM FIRING! 


OLDS MOBILE'S ON 
tur OFPENsive! 


OLDSMOBILE"™'S'" GENERAL MOTORS 


For the first time since January, Olds- 
mobile Division renewed its use last week 
of national magazines, as well as farm 
publications, with black-and-white full 
and half pages featuring its ‘‘non-stop" 
production of cannon and shells. D. P. 
Brother & Co. directs the account. 


Seymour to Book Tabs 


William Seymour, formerly cir- 
culation manager of Farrell Pub- 
lishing Company, has joined Book 
Tabs, Inc., as business and circu- 
lation manager. 


Carley to WMCA 


William F. Carley, formerly pro- 
motion and publicity director of 
WBT, Charlotte, N. C., has been 

The reprint was produced with | named sales promotion manager of 
| permission of the Office of Facts and | WMCA, New York. 
|Figures, which originally prepared = 


a Neal Named V.-P. 


| W. M. Neal, Winnipeg, has been 
;named vice-president of Canadian 
Pacific Railway, to succeed D. C. 
|Coleman, who was recently elected 
|president of the company. 


. . . 
Divide and Conquer’ 
Translated into Polish 
With the cooperation of Barc 
Brothers, Detroit, who printed the 
booklet without profit, the foreign- 
language division of Station WJBK, 
Detroit, has translated “Divide and 
Conquer,” the illuminating account 
of Nazi propaganda methods, into 
the Polish language for free distri- | 
bution among Polish-speaking lis- 
teners in its audience. 


Riple Named Director 

W. A. Riple, commercial manager 
;of Station WTRY, Troy, has been 
|elected a director of Troy Broad- 
jcasting Company, which operates 
| the station. 

| 


Townsend Adds Four 
Townsend Advertising Service, 

Burlington, Vt., has been appointed 

to handle advertising for Vermont 


Elliott Joins Hooper 


Walter E. Elliott has been ap- 


pointed to the executive sales staff|Marble Company, Proctor; Basin 
of C. E. Hooper, Inc., New York.|Harbor Hotels, Vergennes; Hotel 
Mr. Elliott will maintain an active| Vermont, Burlington; and Lake 
interest in Elliott-Haynes, Ltd.,|Champlain Vacation Camp, North 
Canada, of which he is president. Hero. 


tainly needed now more than ever. 
. . We should ‘carry on,’ doing our 
job the best we know how and tak- 
ing care not carelessly to create im- 
pressions in the public mind which 
might well result in the unneces- 
sary destruction of businesses whose 
continued existence is a _ definite 
contribution to the welfare of our 
country and the success of our war 
omer.” . » 


at: : 


Washington insiders got a laugh 
out of the rumor spread in Cleve- 
land during the National Associa- 
tion of Broadcasters’ convention 
that the Federal Communications 
Commission intends to consolidate 
all broadcasting in clear channel 
stations. FCC is somewhat less than 
friendly to the clear channel group, 
and most of its major actions have 
been in the opposite direction. The 
monopoly order which is still before 
several courts, for example, was de- 
signed to help the little fellow, not 
put him out of business just because 
it is easier to regulate the _ big 
broadcasters. There is even con- 
siderable doubt that it is less dif- 
ficult to control the big operators 
than the little ones. 


ik 


The War Production Board's re- 
cent about-face on new construction 
of additional war plants means 
more than has been generally recog- 
nized. The fact that factories which 
are built or building can consume 
virtually all available supplies of 
certain scarce materials is only part 
of the story, for the same policy 
will apply in industries which are 
not plagued by severe material 
shortages. Public announcement 
that contracts already signed for 
the erection of plants which could 
not begin to produce arms until 
1944 or later will be canceled, signi- 
fies that the nation’s leaders now 
hold out fond hopes for final victory 
before the end of 1943. The under- 
lying idea seems to be that if every 
ounce of effort is devoted to maxi- 
mum production now and in the 
next few months, the war can be 
before factories now in the 
blueprint stage could make their 
contributions. Steel, for example, 
will no longer be diverted away from 
such immediate needs as tanks and 
ships in order to make girders for 


plants which would be of no use 
until 1944 or thereafter. 
* * 
Chairman James L. Fly of the 
Federal Communications Commis- 


|sion may put his official life at stake 


when he testifies before the House 
interstate commerce committee on 
proposed radio legislation. His FCC 
appointment expires June 30, and 
particularly rough treatment at the 
hands of the committee might in- 
fluence White House action regard- 
ing reappointment. One remote 
possibility is that the chairmanship 
of the Defense Communications 
Board and FCC will be separated, 


with Fly retaining the DCB post 
which is his prime consideration 
now. If broadcasters had their 


choice for a new FCC boss, Com- 
missioner T. A. M. Craven would 
win in a walk. 


raise from Pasadena 


ARKANSAS 


CEOROIA 


WWL Daytime Coverage 


PRIMARY and SECONDARY 


You get both with: 


NEW ORLEANS 


50,000 watts - - clear channel 


It’s interesting to know that your Deep South programs over this 
50,000-watt, clear-channel station will be heard and appreciated 
in California, in the depths of the Canadian wilds and by long- 
distance fans everywhere. 


But it’s far more important to realize that through WWL you 
dominate New Orleans 


Deep South. 


and a big slice of the prosperous 


The greatest selling POWER 
in the South’s greatest city 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. 
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ADVERTISING AGE 


May 25, 1942 


National Linage 


GENERAL ADVERTISING IN U. 8S. AND CANADIAN PAPERS, 
JANUARY-APRIL 


Per Cent 
1942 1941 Change 
Shows Rugged Tone '.. 27" 
Total Ist 50 
(Incl. Canada) .... . 28,446,436 28,050,687 +1.4 
: SS a hwran ccs . 2,761,673 2,457,315 +12.3 
in op Cwspapers ye ee 25,684,763 25,593,372 40.3 
(Continued from Page 1) A. M. PAPERS 
year over the same period of 1941. | Total Ist 50 
This welcome shaft of optimism (Incl. Canada) . 21,892,310 22,252,666 —1.1 
came to light today in an analysis a A 996,456 774,564 +28.6 
of newspaper linage based on Media U. 8S. Only.. . 20,895,854 21,478,102 —2.7 
Records’ “First Fifty” report cover- 
ing the January through April A, M. and P. M. 
period. The “general advertising” Combined 
classification includes all national! Total Ist 50 
copy with the exception of auto- (Incl. Canada) . 50,338,746 50,303,353 +0.07 
motive. The report lists leading Canada .......... tosceees SORES 3,231,879 +16.2 
Canadian dailies as well as U. S.|U, S. Only................. 46,580,617 47,071,474 ay 


papers. The following bright spots 


| 


were highlighted: ,; . 
1. 5 evening papers there | Ye@", @ Jump of 12.3 per cent. U.S. 
were 32 gains recorded, while in the |©Y€™"8 Papers alone recorded a 
morning field 28 papers showed in- | 84!" of 0.3 per cent over last year. 
creases this year as compared with| 3. The two leading Canadian 
the first third of 1941. morning papers carried 996,456 lines 

2. Total general advertising vol-|0f general advertising during the 
ume measured in the 50 U. S. and | first third of this year, an increase of 
four Canadian evening papers for | 28.6 per cent over the 774,564 lines 
the first four months of 1942 was/| in the same period a year ago. Com- 
28,446,436 lines, a gain of 1.4 per| bined U. S. and Canadian volume 
cent over the comparable 1941) Was 1.1 per cent under the 1941 fig- 
period. The Canadian picture was) ure, while the 50 top-rating U. S. 
particularly bright, with 2,761,673 Morning papers alone suffered a 
lines this year, against 2,457,315 last| drop of 2.7 per cent. 

4. Combined morning and eve- 
ning paper volume in the general 
|advertising classification, including 
| both U. S. and Canadian dailies, 
totaled 50,338,746 lines, a gain of 
|}seven one-hundredths of one per 
‘cent over last year’s first four 
|months. Canadian dailies showed a 
jgain of 16.2 per cent, while the 
U. S. group dropped one per cent. 

Among U. S. morning papers, the 
Washington Post, with an increase 
of 26.3 per cent in general advertis- 
ing for the first four months of 1942, 
| showed the biggest gain. Next came 
\the Philadelphia Inquirer, 14.8 per 
icent; Dallas News, 10.8 per cent; 
| Birmingham Age-Herald, 7 per 
| cent; Boston Globe, 5.6 per cent. 


\ 


A NEW CLEAR CHANNEL | 


TO NEW YORK’S BUYING MILLIONS 


THE VOICE OF LIBERTY 


Ke. 


046 Flatbush Ave, 


1000 WATTS 


Orrices Brooklyn, WY 


G 


SALES SOAR WHEN 
Twins WKE OVER 


Only adequate coverage . . . and intensive 
merchandising could accomplish the envi- 
able sales results enjoyed by advertisers 
who today use the “Twins” — super-sell- 
ing stations blanketing the wealthy Texas 


Gulf Coast. 


In Houston, KXYZ.. . 


Christi, KRIS, dominate great metropoli- 


and in Corpus 


tan centers situated in the heart of areas 
nature geared for war production. Today, 
more than ever before, oil, cotton, live 


stock, farm produce and the finished prod- 


ucts turned out by gigantic Gulf Coast in- 
dustries are in demand by a country at war. 
Here you'll find no plant conversions, no 


lay-offs. 
Represented 
nationally by the The “Twins” offer you special combina- 
Branham Co. 


tion rates... yes, and unique merchan- 


ca dising “extras.” Write for facts today. 


| Minneapolis 


| The Montreal Gazette, with a 
| jump of 39.6 per cent, recorded the 
among) 


greatest Canadian gain 
morning papers. Next largest gain 
was credited to the Toronto Globe 
& Mail, 23.6 per cent. 

In the evening field, biggest in- 
crease in general advertising linage 
was chalked up by the _ Detroit 
Times, 18.9 per cent. The Toledo 
| Blade volume was up 15.8 per cent; 
| Philadelphia Bulletin, 15.7 per cent; 


| Akron Beacon Journal, 10.8 per 
cent; Columbus Dispatch, 8.6 per 
cent. 


Chief Canadian gains were shown 
|by the Toronto Telegram, 16.6 per 
cent; Montreal La Presse, 12.8 per 
cent; Toronto Star, 12.4 per cent; 
and Montreal Star, 9 per cent. 

In addition to the papers listed 
above, the following recorded gen- 
eral advertising gains during the 
first four months of this year: 

Chicago Daily News, Detroit 
News, Pittsburgh Press, Cincinnati 
Times-Star, Cleveland Press, New- 


jark News, Seattle Times, St. Paul} 


New Haven 
Times, Pittsburgh Sun- 
Dayton News, 
Birmingham 


Dispatch, 
Louisville 
Telegraph, 
Courier, 


Register, 


News, 


Youngstown Vindicator - Telegram, 
Chicago Herald - American, Dallas 
Times-Herald, Fort Wayne News- 


Sentinel, Minneapolis Star Journal, 
South Bend Tribune, Cincinnati 
Post, Denver Post, Baltimore News- 
Post. 

New York News, Louisville 
Courier-Journal, Washington Times- 
Herald, St. Paul Pioneer Press, 
Camden Post, Rochester Democrat 
& Chronicle, Detroit Free Press, 
Tribune, Richmond 
Times - Dispatch, San Diego Union, 
Portland Oregonian, Wilkes-Barre 


Record, St. Louis Globe-Democrat, 
Manchester Union, Trenton State 
Gazette, Hartford Courant, Nash- 
ville Tennessean, Duluth News 
Tribune, Des Moines’ Register, 
Evansville Courier, Johnstown 
Democrat. 


1&1 Market Plan 
Voted by Members 


Chicago, May 19.— Members of 
the Iowa Press Association and IIli- 
nois Daily Newspaper Markets, 
meeting jointly here yesterday, 
voted to continue the I & I market 
group effort for another two years, 
retaining four of the original points 
in the program, and eliminating the 
fifth, that dealing with frequency 
discounts. 

The four points under which the 
plan will be continued are uniform 
market information, standard mer- 
chandising service, uniform con- 


sumer surveys, and uniform retail 
trade reports. 
The fifth point of the original 


five-point plans inaugurated four 
years ago and expiring Aug. 1 of 
this year, was the frequency dis- 
count plan, which the publisher 
members said they still recognized 
as a sound idea, but one which re- 
quires the cooperation of a larger 
number of publishers to effectuate. 

The I & I plan now embraces 72 
papers in the states of Iowa and 
Illinois 


To Director & Lane 


Roman Macaroni Company, New 
York, has placed its account with 
Director and Lane, New York. 


FACE NEW CHALLENGE 


Camden | 


Cosmetic Varieties 


Face Sharp Pruning 
af Hands of WPB 


(Continued from Page 1) 


industry, the principle of “selective | 
production” has been accepted by | 
WPB and will govern future actions 
in the cosmetic field. “Selective 
production” means that WPB will} 
say what will be manufactured, by 
whom, in what quantities, with} 
what ingredients and using what} 
packaging materials. | 


PACKAGING ‘FRILLS’ | 


Washington, May 20.— Although | 


| OPA officials recognize the need for | 


supplying subsidies to those manu- | 
facturers unable to operate within | 
the limits of price ceilings, it is re- | 
garded as certain here that the| 
granting of such aid will be accom- 
panied by an insistence on the 


elimination of all production, pack- | >°aTd_ package will 


aging and distribution “frills.” 

Best clue to the OPA’s attitude on 
this problem is reflected in the 
searching questionnaire sent out to 
manufacturers, covering details of 
every business operation, presum- 
ably as a basis for decision when 
applications for subsidies are re- 
ceived. 

The procedure for handling the 
subsidy problem is now being con- 
sidered by a Senate committee. Pay- | 
ments will probably be cleared 


Dehydrated ‘Pard,' . 
Paper Packaged, 
Reaches Market 


Chicago, May 20.—Converting 
production of Pard dog food to 4 
new dehydrated product, Swift & 
Co. announced this week that sales 
to the trade have already started 
and that a variety of media will be 
used to advertise the newcomer in 
the dog food field. 

Although the media list has ot 
been completed and date for ‘the 


|campaign to start is yet to be ct, 


national advertising plans call for 
copy using natural color photogra) hs 
illustrating the “rich-red goodm: <s” 
of the substitute for Swift’s can ied 
dog food, knocked out of the muar- 
ket by the shortage of tin. Copy 
will stress that the new prod ict, 
perfected in the Swift laborato: ies, 
is “appetizing as ever—wholes: me 
as ever—nutritious.” Addition of 
water to the dehydrated food is said 
to return it to normal consistency 
and it contains all basic ingred 
of the canned product. A pa 
be used, 
sembling as closely as possible 
discarded container. . 
Two eight-ounce containers of 


the new Pard equal three former 
cans in nutrition value and wil! sell 
at the same price, 25 cents. Dealer 


profit will be increased, according 
to the company. 

J. Walter Thompson Company 
directs the account. 


Export Advertisers 


through the Reconstruction Finance | Reelect Moeller 


Corporation. The OPA, however, 
will designate recipients and indica- 
tions are that only industries 
deemed “essential” will be regarded 
as qualified for such payments. 
Both Great Britain and Canada 
pay subsidies to manufacturers as 
part of their price regulation set-up. 
A recent report from England 
showed that the government has 
thus far paid out a half-billion dol- 
lars to industry. Canada set up a 
$50,000,000 fund for this purpose 
when price control decrees were 
issued last December, but thus far 


only about $2,000,000 in subsidy 
payments have been reported. 


Freezing of wages in the Dominion 
accounts in part for this relatively 
small outlay. 


OWENS-ILLINOIS PUSHES 
NEW CONTAINER LINE 

Toledo, May 20.— Featuring the 
slogan, “Blueprints for Victory,” 
Owens-Illinois Glass Company has 
launched a campaign in trade and 
consumer media to promote its new 
Duraglas Economy line of contain- 
ers. Copy will emphasize the con- 
servation theme, with special atten- 
tion devoted to the large-scale sav- 
ings in glass, metal and paper 
achieved by the new design. 

The simplified line, developed in 
cooperation with the U. S. Depart- 
ment of Commerce, eliminates 
fancy shaped bottles and jars which 
require expensive iron molds, thus 
conserving metal vital to the war 
effort. 


Adclub Elects Suhler 


Les Suhler, subscription manager 
of Look, has been elected president 
of the Advertising Club, Des Moines. 


Export Advertising Association, 
New York, has reelected Frederick 
Moeller, export sales manager of 
Lehn & Fink Products Corporation, 
as president. Earl T. Russell, vice- 
president of National Advertising 
Service, was named vice-president. 

Other officers elected were as fol- 
lows: treasurer, J. B. Powers, 
president of Joshua B. Powers; sec- 
retary, Walter R. Bickford, manag- 
ing editor of Export Trade & 
Shipper. L. V. Young, vice-presi- 
dent of Pond’s Extract Company, 
and Robert H. Otto, vice-president 
of Export Advertising Agency, were 
elected to the board of directors for 
a three-year term; while Edwin 
Seymour, vice-president of All- 
American Newspaper Representa- 
tives, and Mr. Powers were named 
to the board for two-year terms. 


Hotel Account to Kupsick 

J. R. Kupsick Advertising Agency 
has been appointed to direct adver- 
tising for Fifth Avenue Hotel, New 
York. The campaign to run in local 
metropolitan newspapers and maga- 
zines, is based on famous person- 
alities from George Washington to 
F. D. R., who have resided in Wash- 
ington Square. 


| Ford Promotes Porter 


J. E. Porter, formerly genera! su- 
perintendent, has been elected 4 
vice-president and director of Ford 
Motor Company of Canada. 


TOP Circulation 
in Connecticut = 
Bridgeport : 


bring out an anniversary 


included. 


431 S. Dearborn St. 


Recognized national medium of 


AFTER SIXTY YEARS 


July 9, for the first time in its history, Farm 
Implement News (established July, 1882) will 


of this long period will be reviewed, and "Facts 
and Figures" of 1942 and recent years will be 


FARM IMPLEMENT NEWS 


issue. The developments 


Chicago 


the tractor-farm-equipment field. 
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ADVERTISING AGE 


ERIE, PA. AD CLUB SALVAGES TONS OF ELECTROS! 


Here is visual proof of just what can be done. The Erie, Pa. Ad Club, under the leadership 
of President Gordon S. Altman—reclaimed many tons of metals through this salvage drive for 
obsolete printing plates—and their effort is really just getting under way. Fine co-operation 
from The Hammermill Paper Company, The NuBone Company, Inc., and other leading Erie 
advertisers has yielded this vast initial tonnage. These collections are being turned over to 
the Erie County Council, Boy Scouts of America, and this metal will help to buy equipment 
complete for their Emergency Service Corps—meanwhile releasing same for War use. 


The enthusiasm with which Advertising Clubs and all members of 
the Advertising Fraternity are tackling this important job proves in 
advance that this effort will be a vital step toward Victory. You have 
been asking: "WHAT CAN | DO TO HELP?" Here is one splendid 
answer that fits right into your own office situation. These obsolete 
engravings and electros have little if any value to you—because they 
must be removed from hardwood blocks before the metal can be 
salvaged. 


A Vital Step Toward VICTORY 


Which Advertisers — Agencies — Printers — All of Us — MUST TAKE! 


Ad Clubs and Individuals Everywhere Are Eager to Help - - 
Appoint Yourself a “Committee of One” to Get Busy at Once 


We Want Your | Help--Tell Us Today! 


HIS Committee wants the story of your local effort in order to inspire 
Tithe groups to similar action. Photographs or news clippings of any 

resulting local publicity, are wanted to send to the Bureau of Industrial 
Conservation, Office for Emergency Management in Washington. So 
write us today—give us the name of your Chairman or other information 
concerning what you plan to do. Then send us even more importantly, the 
RESULT story so that your totals can be relayed to Washington helpfully. 
(In Canada, address: Ken G. Anderson, Chairman Canadian Victory 
Publicity Committee, c/o Walsh Adv. Ltd., 310 Guaranty Trust Bldg., 
Windsor, Ontario.) U. S. efforts should be reported to the Chairman as 
indicated below. 


International Affiliation of Sales and Adv. Clubs 
Sponsors Broad Campaign to Salvage Old 
Electros, Obsolete Halftones and all Metals, 
Freeing Them for Essential WAR Use - - - 


HE Victory Publicity Committee of the International 

Affiliation of Sales and Advertising Clubs, at their 
Convention recently held in Niagara Falls, Ontario — 
launched an enthusiastic Campaign to seek out old and 
obsolete copper, lead and zinc printing plates. Every 
member has been pledged to help in this tremendous 
drive to salvage all available electros, halftones, zinc 
etchings and such vital material. This is a small effort 
considered individually, but a tremendous source of 
scarce and critical metals when promoted nationally, as 


this will be. 


With paid labor it is quite difficult to do this job profitably. For 
that reason in most cities, the Ad Clubs and other Committees have 
seized upon the happy solution of authorizing the Emergency Service 
Corps of the Boy Scouts to collect and reclaim plates which you con- 
sider no longer of use. The metals are then marketed under their 
supervision—and the money collected used by the Scout Emergency 


Service Corps to buy essential equipment for your community's 
protection. 


Potential Bullets Wasting In Electro and Cut Files Everywhere 
Help Local Boy Scout Service Corps—and Aid Your Government—by Releasing this Metal NOW 


Stop for a moment and contemplate the units of such metal 
wasting in your own office or department right now. Then 
multiply this in your mind by the thousands of firms reached 
through the circulation of ADVERTISING AGE, and repre- 
sented in the Advertising Clubs of our nation. The total will 
be a staggering one—and will mount to a vital and helpful 
quantity of the very metals which are growing scarce and 
which are so badly needed for our War effort. This is some- 
thing which you should not leave to your neighbor, but 


should seriously take as a challenge to your own patriotic 
effort. 


Campaign Initiated and Sponsored by VICTORY PUBLICITY COMMITTEE 
INTERNATIONAL AFFILIATION OF SALES AND ADVERTISING CLUBS 
PAUL H. BOLTON, Committee Chairman, c/o THE BOLTON ADVERTISING CO., YOUNGSTOWN, OHIO 
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4DVERTISING AGE is pleased to present this page, on which its own promotional message would normally appear, to the salvage activities of the International Affiliation. 
Other groups which have patriotic or war effort messages specifically addressed to the advertising field are invited to make use of this space in future issues. 
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Starts Promotion | 
for 24-Pack Cigaret, 
‘All Americans’ 


Chicago, May 20.— Axton-Fisher | 
Tobacco Company will shortly in-| 
itiate test promotion of a new | 
standard-price cigaret, All Ameri- 
cans, with newspapers of three 
cities, spot radio and outdoor sched- 
uled to be used in a yet unnamed 
test state. 

The chief selling point of the new 
smoke is the fact that the package 
will contain 24 cigarets of king size, 
giving new impetus to the king-size 
trend which has already embraced 
Wings and the new cigaret’s run- 
ning-mate, Twenty Grands. The 24- 
cigaret package previously has been 
used for Chelsea cigarets, a product 
of Larus & Bro. Company. 

The cue to the new cigaret pro-| 
motion seems to be that Axton-| 
Fisher seeks to counteract the trend | 
of economy cigaret purchasers to 
purchasers of more expensive 
brands when they have more 
money. By reversing the sales psy- | 
chology of economy brands, i.e., | 
same quantity for less money, and | 
selling more quantity for more) 
money, the company expects to 
stem the buying tide. Blackett- 
Sample-Hummert is the agency. 

In the meantime, Twenty Grands | 
are being promoted in 28 West Coast 
newspapers, following earlier tests 
in Tacoma, Wash., Fresno, Cal., 
Evansville, Ind., and Lexington, Ky. | 
McCann-Erickson directs the ac- 
count. 


Rejoins Silberstein 


Endorse Private 
Radio Ownership, 
U. S. Advertising 


FCC Chairman, Educa- 
tor and Agency Man 
Discuss Wartime Role 


one form which underwriting might | 
take would be the purchase of ad- 
vertising. 

“That’s an issue that I hope won't 
be faced,” Mr. Benton said, “though, 


at the present time, I’m a great be- | 
liever in the use of advertising by | 


the government.” 


Mr. Lasswell took the opportunity | 


o recall for the audience Mr. Ben- 
ton’s “dark past” in the advertising 
business. “Well,” said Mr. Benton, 
“my advertising past has taught me 
what advertising can do, and the 
English and Australians are, of 
course, using advertising—press ad- 


Chicago, May 19.—Private owner- | vertising—very effectively, and are 
ship of radio was given a seal of paying for it, and should pay for it, 
approval and government advertis-| because of the cost to the news- 
ing was endorsed during a discus- | papers of paper, print, ink and post- 
sion of radio’s wartime role last | age.” 


Sunday on the NBC public service 


| 


The speakers agreed that one 


program, the “University of Chicago | valuable function which radio could 


Round Table.” 


perform in wartime was to present 


Speaking at the Sunday session|authentic government reports, and 
were Chairman James L. Fly of the|the panel suggested that “profes- 
Federal Communications Commis-|sional” radio reporters, like Elmer 


Harold D. Lasswell, 


sion; 


member of the university’s political | present regular 
science department and now direc-| to the people. 
tor of war communications research | 


of the Library of Congress, and Wil- 
liam Benton, vice-president of the 
university and former partner 


of | 


Benton & Bowles, New York agency. | 
The broadcast originated in Wash-| 
_analysts, commentators and news 
broadcasters are handicapped today | 


ington, D. C. 
In discussing the responsibilities 


involved in operating a radio sta-| 


tion, Mr. Fly said: “May I remind 
-you here that I’m talking about the 
control of the policies over the 
transmitter and not about the gov- 
ernment or the public’s financial in- 
terest in the station. I think that 
the station itself ought to remain 
|wholly in private ownership and 


Herbert L. Steiner, formerly with | operation.” Mr. Lasswell asked, “So 


the New York office of Moser 
Cotins, has rejoined Alfred J. Sil- 
berstein, Inc., with whom he was 
formerly associated. 


Colby to Cairns 

H. Curtis Colby has joined John 
A. Cairns & Co., New York, as chief 
of radio production. Mr. Colby was 
formerly vice-president of Frank 
Presbrey Company and later sales 
promotional manager of M. C. D. 
Borden & Sons. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing —Mimeographing 
THE LETTER SHOP, Inc. 


440 8. Dearborn St. Wabash 8655 


far the essential point is that you 
don’t want to interfere with the 
|present structure of the American 
‘radio industry?” “Very true, sir,” 
Mr. Fly replied. 

Sees Control Dangers 

“The danger in time of war,’ Mr. 
Benton asserted, “is that as adver- 
tising linage goes off and the sta- 
| tions which are now profitable may 
perhaps become unprofitable, they 
may have difficulty in continuing to 
operate. And it could even be that 
along with thousands of other busi- 
nessmen ... the stations themselves 
|may come down to Washington, 
seeking government subsidies or 
government underwriting, which in 
effect might mean government con- 
trol.” Mr. Lasswell suggested that 


ORDER FROM CENTRAL 
_ New ENWcLanns 


These ratings are 
based on all 
independent surveys. 


WTA 


NBC BASIC RED NETWORK 


EDWARD PETRY & COMPANY, 
Owned and operated by The 


All 


WORCESTER 


others 


: 
Ov 


NATIONAL REPRESENTATIVE 
Worcester Telegram-Gazette 


} any 


| supply 


former | Davis or Lowell Thomas, might well 
government reports | 
At this point, how-| 


ever, the question of separating the 
newscasters from their sponsors 
arose. Said Mr. Benton, “Thé spon- 
sorship of these news programs 
raises serious questions that the in- 
dustry sees itself. . . I think that the 


from the helt ap of the war ef-| 


fort by their spépsorship. First, 
their pay depenfis*upon the size of 
the audience. they get. They all 
compete with each other in the 
drive to get big audiences. Secondly, 
sponsors are sometimes subject to 
boycotts out of the way the news 
is handled by the commentator. It 
exercises unconscious censorship 
over the newscaster.” 


Lauds Shortwave Efforts 


Earlier, Mr. Fly lauded the work 
of broadcasters who have erected 
shortwave stations to assist the 
United States in its psychological 
warfare effort. “I’m sure they’ve 
never made a cent of profit,’ the 
FCC chief said, “and I have my 
doubts as to whether they have had 
substantial income from these 
stations. It’s been all outgo and no 
income; it is a private operation by 
these American concerns for a 
purely national public purpose.” 

The question of public informa- 
tion via radio came up often during 
the discussion. At one point, Mr. 
Benton — describing radio’s impact 
on the public mind—said: “Mr. Fly, 
I'm told there’s a man here in one 
of the government offices who’s de- 
veloped figures that tend to prove 
that 60 per cent of the people in this 
country get their information from 
radio in contrast to only 20 per cent 
from the press and 20 per cent from 
both press and radio.” That, Mr. 
Fly said, he imagined to be true. 


Young America Club 
Buys Ambulances 


The Young America Victory Club, 
a project sponsored by Young 
America, recently suggested that its 
members contribute to a fund to 
ambulances to Gen. Mac- 
Arthur, timing their donations to 
coincide with Hitler’s birthday and 
thus “make the Fuehrer furious.” 
In five days $6,147.43 reached the 
club’s headquarters, enough to buy 
three fully-equipped ambulances 
delivered in Australia. 

The club, which has 4,445 chap- 
ters with a total membership of 
88,501 boys and girls, also is assist- 
ing in the collection of waste paper, 
metals, etc., building model planes 
for the Navy, knitting, sewing and 
cooking for soldiers, and cooperat- 
ing with local defense councils. 


Milburn Moves Offices 


Milburn Company, Detroit manu- 
facturer of ply products for skin 
protection in industry, has moved to 
larger offices and plant at 3246 East 
Woodbridge avenue. 

Gets Dog Food Account 

McMillen Feed Mills, Ft. Wayne, 
Ind., has appointed Sherman K. Ellis 
& Co., Chicago, to direct advertising 
for Dogburger dog food. 


Carlborg to New York 
Herbert Carlborg, formerly with 

the Detroit office of CBS radio 

sales, has joined the New York 


‘office as an account executive. 


Market 


The rates for this department are as follows: 


“Help Wanted,” “Positions 
“Representatives Available,” 30 cents 
cash with order. 


Wanted,” 


“Representatives Wanted,” 


and 
a line, minimum charge $1. 


Terms 


All other classifications (single insertion rates): % in., $2.76; 1 to 3 in, 


$4.75 per inch. 


; POSITIONS WANTED 
Advertising Copywriter — “Genius!” 
says 4A Agency. Accustomed plan 
complete campaigns; food accts., ete. 
Box 3694, ADVERTISING AGE, N. Y 


ADVERTISING ASSISTANT 


Young man. 3% yrs. exp. with 4A 
agency as ass't. to exec. & space 
buyer. Well rounded knowledge. 


Handle details, purchasing & research, 
Draft exempt. 
Box 3698, ADVERTISING AGE, Chgo. 


HELP WANTED 


CREATIVE SPACE SALESMAN 
Dynamic man with creative ability to 
sell space for important leading class 
magazine, N. Y. CC. Salary, commis- 
sion and promising future. Write 
fully. 

Box 3696, ADVERTISING AGE, N. Y. 


Wanted, resident Chicago sales repre- 
sentative on generous commission 
basis. Leads supplied. 
EVE*CATCHERS, INC, 
10 BE. 38th Street 
New York City 


HELP WANTED 
CIRCULATION PROMOTION WA 
Publisher wants magazine prom 
man for important class periodi: 
small town in Western N. Y. 
living is pleasant. Must be for 
creative idea man and direct 
result-getter who can put sell | 
letters. 
Box 3697, ADVERTISING 
WANTED NOW 
Executive & Office Positions Ava 
Now for both Men and Women. 
Editor, Trade Paper, 25 
Public Relations, Food College. 00 
Stenes-Secretaries ............ s D 
Typiste, File ClOrMs. 22600086. s 0 
Book keeper-Stenog. 
Addressograph Operator 
Comptometer Operator 
Mimeograph Operator 
Burroughs Calculator Opr.... 15 
Electromatic Typewriter Opr... Th 
Office Boys ‘ 
Personal—tIntimate Service 
Our fees are reasonable 
Ask for Miss Fellows or Mr. Wi} 
COMMERCIAL PERSONNEL 
332 8S. Michigan Ave., Chgo. Suite 624 


AGE, \ 


‘Journal-American’ 
Sales Managers’ 
Manual Issued 


New York, May 20.— The New 
York Journal - American this week | 
released first copies of its new} 
“Working Manual for Sales Control | 
of the New York Market,” designed 
to assist sales managers in formu- | 
lating general merchandising plans | 
and solving specific selling prob- 
lems. 

To obtain the sales data included 
in the book, every block of the city 
was canvassed, 60,000 retail outlets 
were interviewed, and all towns of 
1,000 population or over in the met- 
ropolitan area were covered. 

Using government census tracts | 
as basic units, sectional maps| 
sketching every city street outline | 


| 
} 


major shopping centers, minor} 
shopping centers, and shopping 
streets. Each area contains from 


400 to 400,000 inhabitants, depend- 
ing upon natural boundaries, trans- 
portation facilities, etc. By the use 
of transparent overlays, advertisers 
may apply the sales manual to their 
own individual sales or distribution 
problems. 


To Cory Snow 

Rust Master Chemical Corpora- 
tion, Boston, has named Cory Snow, 
Inc., to handle advertising. Auto- 
motive trade papers and direct mail 
will be used. 


McManus Named V.-P. 


Charles E. McManus, Jr., for- 
merly assistant secretary-treasurer 
of Crown Cork & Seal Company, 
Baltimore, has been named a vice- 
president of the company. | 


Nathan to Hartman 

Henry Nathan, formerly with 
Cecil & Presbrey, has joined George 
H. Hartman Company, Chicago, as 
an account executive. 


| Pratt, 


Esso to Sponsor 
Army-Navy Game; 
Pays $100,000 


New York, May 20.—For the tirst 
time in the history of the gridiron 
series, the Army-Navy football 
game will be broadcast this year 
under commercial sponsorship, with 
the Army Emergency Fund and 
Navy Relief Society sharing equally 
in the proceeds. Standard Oil Com- 
pany of New Jersey, marketer of 
Esso products, will pay $100,000 
for the broadcasting rights. 

Since Esso products are sold only 
in 18 states and the District of 
Columbia, Army and Navy officials 
agreed to Standard Oil’s suggestion 
that companies which market prod- 
ucts in other states be invited to 
share sponsorship. Negotiations with 
co-sponsors will be handled by Es- 
so’s radio agency, Marschalk & 
and any selections will be 
subject to approval of Army and 
Navy officials. 

In addition to the nation-wide 
network broadcast, it is planned to 
shortwave the play-by-play de- 
scription of the game to all service 
men in the U. S. armed forces sta- 
tioned overseas. No decision 
been reached yet as to the network 
or number of stations that will air 
the game. The annual gridiron 
classic is scheduled for Nov. 28 in 
Municipal Stadium, Philadelph 


has 


Singer to Harshe 


Bob Singer, former Esquire pro- 
motion manager, has joined William 
R. Harshe Company, publicity, as 
account executive for Stat 
WAIT and WGES, Chicago. 


Named Art Club Head 


The New York Art Dire 
Club has elected William A. A 
ance of Brooke, Smith, Fren 
Dorrance, president for the c 
year. 
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J. J. GIBBONS LIMITED 


GIBBONS KNOWS CANADA 
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Vidor Group 
Affiliation Gets 
Jobs Done Quickly 


Counterpart of 
American Committee 
Set Up in Canada 


Niagara Falls, Ont., May 19.—The 
Victory Publicity Committee of the 
International Affiliation of Sales 
and Advertising Clubs, a unique 
project which has been successfully 
cooperating with the Office of 
Emergency Management and other 
governmental authorities since last 
November, will have a Canadian 
counterpart as the result of an en- 
thusiastic “extra session’ held here 
Sunday after the formal meeting of 
the Affiliation had closed. 

K. G. Anderson, Walsh Advertis- 
ing Company, Windsor, who is the 
new president of the Affiliation, 
named a Canadian Victory Publicity 
Committee with himself as general 
chairman and_ representatives of 
each Canadian club belonging to 
the Affiliation. This group will at- 
tempt to cooperate with Dominion 
authorities in Ottawa in a manner 
similar to that of its counterpart 
in the United States, and may be- 
come relatively more important, 
since there is no over-all advertis- 
ing contact in Canada which func- 
tions as does the Advertising Coun- 
cil in this country. 


How Committee Developed 


The Victory Publicity Committee 
idea is the brainchild of Paul H. 
Bolton, owner of an advertising 
agency in Youngstown. Early last 
November, before the Advertising 
Council was organized, Mr. Bolton 
pointed out to K. E. Kellenberger, 
then president of the Affiliation, 
that the territory covered by mem- 


ADVERTISING MEN 


WANTED! 


* Ya — 


perience the convenience and 


the agency district. Copy writ- 
ers, artists, production men— 
all who burn the midnight oil 
to bring an advertiser's mes- 


kits help make unexpected 
detention in town easier to 
bear. 


You'll like our accommoda- 
tions: 800 pleasant rooms from 
83.00, each with both tub and 
shower and radio. Home of 
the famous Glass Hat, where 
you'll relish luncheon, dinner, 
supper, or a nightcap after a 
siege at the office. 


—NOTE— 


Several agencies have found it ad- 
visable to make special arrange- 
ments here for their entire staffs. 
We will be pleased to have our rep- 
resentative call on office managers 
to diseuss the merits of such an 
arrangement, 


Hotel 
BELMONT PLAZA 


Lexington Avenue at 49th Street, New York 


JOHN H. STEMBER 
President and General M 


eee Se 


we want you to ex- 


ber clubs overlapped many strategic 

|defense centers, and suggested that 
‘the Affiliation initiate a program to 
cooperate with the government in 
furthering defense activities. 

His suggestion was accepted im- 
mediately, and he was named chair- 
|man of the committee, with a rep- 
| resentative from each U. S. member 

club to help him. Mr. Bolton 
promptly outlined some of his ideas 
(to the division of information of 
| OEM, and just as promptly was in- 
'vited to Washington to discuss 
them. As a result of these discus- 
sions, Mrs. Betty Barton Greco, 
who serves as a consultant to the 
OEM division of information, agreed 
to serve as the Washington repre- 
sentative of the committee, thus 
providing an immediate contact to 
handle liaison work quickly. 

With this contact established, the 
committee inaugurated its first 
project—a “Victory Publicity Com- 
mittee Bulletin” designed to trans- 
mit information to the committee 
and the cooperating Affiliation 
membership quickly — to advise 
members of what the government 


terial that could be used in radio 
scripts, house organs, etc., to sug- 
gest promotional ideas and _ situa- 
| tions. 

| The Victory Publicity Committee 
(which is now one of the participat- 
ling organizations in the Advertising 
|Council) has since initiated several 
| promotions on its own, and has also 
received several specific 
|ments from governmental depart- 
|ments. It developed “sugarless” 
luncheons for advertising clubs in 
advance of sugar rationing, an idea 
| which created considerable interest 
and quickly spread to service and 
civic clubs outside the advertising 
field. On assignment from Thomas 
A. Wilson, Jr., chief of the cam- 
paigns section of OEM, it coordi- 
nated publicity efforts on various 
salvage drives with the national 
“Clean Up and Paint Up Week” 
campaign, securing the whole- 
hearted cooperation of the bureau 
in charge, as well as of newspaper 
mat services and others. 


Has No Budget 


| Now the committee is engaged in 
a special metal salvage campaign 
within the advertising and graphic 
arts field, and is also working on 
plans for assisting with the nutri- 
tion efforts of the 
Twenty-six panels of exhibits at 
the Affiliation meeting told of the 
operation of the committee to date, 
and in large measure this showing 
was responsible for the develop- 
ment of a comparable committee 
to serve in Canada. 

The features of particular inter- 
est about the Victory Publicity 


comfort of this hotel — cen- Committee are that it has worked 
trally located in the heart of 


has been extraordinarily successful 
in getting prompt action. For ex- 
ample, when “sugarless luncheons” 
were suggested as a flash means 


held by the Advertising Club of 
Greensburg, Pa., the very day the 
suggestion was received; and when 
salvage was tied up with the “Clean 
Up and Paint Up” promotion, the 
tie-up was effectuated, copy pro- 


nine days. 


OFF Issues Master 
Allocation Chart 


The Office of Facts and Figures 
has sent to advertisers, agencies, 
networks and stations a “master 
chart” for the network allocation 
|plan recently inaugurated to regu- 
|late governmental use of radio fa- 
cilities. The purpose in distributing 
|the chart is simply to indicate the 
|scope of the program and the num- 
ber of broadcast hours involved. 

The chart demonstrates the sys- 
| tematic method in which govern- 


|ment messages will be spotted 
throughout network broadcast 
schedules. Color blocks indicate 


the particular week in a _ typical 
four-week period in which each 
program will be utilized by the gov- 
ernment. 


Smith Rejoins Publication 
Bert Smith has rejoined La Revue 


Moderne, Montreal, as advertising 
manager. 


needed and wanted, to provide ma-| 


assign- | 


government. | 


without a budget of any kind, on a| Defense Transportation for its order | 
purely voluntary basis, and that it| curtailing deliveries in efforts to 


duced and distributed, in eight or | 


McNutt Asks Ban Get Pre-Shrunk 
on Copy Luring ’ ’ 
Essential Workers Goods or Holler, 
Ghaieman Paul Vi Menutt of ‘ve Cluatt Tells Public 


Washington, D. C., May 21.— 
today in announcing an eight-point 
program for the fullest utilization 
| of the nation’s man power that he jt set out to spike reports that “con- 
| would ask all publishers to refuse | sumers can't get ‘Sanforized’-la- 
/advertisements “which are designed beled shirts any more.” Copy then 
to steal workers from employers listed what it referred to as “little 
engaged in essential war produc-j|nifties which these sources are 
tion.” passing out to manufacturers— 

Mention of advertising was not) without batting an eye!” and pro- 
one of the eight points, but ap- ceeded to disprove them. 
peared in a supplementary state- To the threat, “there’s a fabric 
ment made in connection with an-| shortage, so take it in the regular 
nouncement of first steps toward finish—stop arguing about ‘Sanfor- 
labor mobilization. The points them- | ized’ —or I won't give you any 
selves consist of eight directives to| yardage at all!” Cluett, Peabody 
five federal agencies which are now/| shot back that the shortage was 
being prepared and will become ef- | ‘all the more reason to give Ameri- 
\fective June 1: cans duration-lasting merchandise,” 

The War Production Board will | and emphasized that there was 
be asked to classify war plants and| plenty of Sanforized machine ca- 
|products in order of their urgency;| pacity in spite of huge government 


(Continued from Page 1) 


|U. S. Employment Service to list | demands. 
critical war occupations, refer Manufacturers who figured it was 
| workers to employers in the order | foolish to shrink fabrics when there 
|of their priority, step up its activi-| wasn’t enough yardage to go 
ties to relieve the farm labor short-| around as it was, were warned of 
| age, and analyze occupational| Leon Henderson's statement that 
|questionnaires received in connec-|‘any cheapening in quality is just 
| tion with draft registrations so that| another way to raise the price’— 
workers may be referred to war \and further reminded that flouting 
jobs; Selective Service System to|of the wartime conservation pro- 
seek the advice of local employment | gram might later result in a gov- 
service offices before classifying or| ernment clamp-down. 
reclassifying skilled workers in 
critical war occupations; Farm Se- | 
curity Administration to increase its There were four other spread in- 
mobile labor camps, and work with sertions in the same general vein, 
the Office of Defense Transportation |each sarcastically jabbing at the 
to assure transport for migratory | “fabricators” and seriously ques- 
\farm workers. tioning their patriotism. All were 
highlighted with effective, humor- 
ous illustrations. Insertions ap- 
peared in Boys’ Outfitter, Chain 
Store Age, Daily News Record, De- 
partment Store Economist, Dry 
|Goods Journal, Men's Apparel Re- 
| porter and Men's Wear. 

Warning the trade that consum- 


Used Four Spreads 


| ‘Chicago Tribune’ 


| 


‘Hires Dobbin to 
|Replace Trucks 


(Picture on Page 31) 


ers would hear the Sanforized story 
too, one of these ads referred to the 
rumor-mongers and _ emphasized, 
“We'll continue to make it tough 
for them by telling eonsumers— 
through full pages in big national 
magazines — just what shrinkage 
trouble is ahead of them in a shirt 
that lacks the ‘Sanforized’ label! 
We will bust a gut to keep the pub- 
lic from getting stuck with shrink- 
ing stuff when shirts with duration 
| fit can be had by demanding them!” 

Copy then continued, “No, these 
funnymen haven't heard the last of 
us. We're going right on, picking 
j}up the ... well, ‘curious comments’ 
‘they are mongering around . 
|showing them up for what they 
are!” Young & Rubicam is the 
Cluett, Peabody agency. 


N. J. Industrial Admen 
Pool War Information 

Industrial Marketers of New Jer- 
sey, a chapter of National Indus- 
trial Advertisers Association, has 
organized a war activities commit- 
\tee to collaborate with the govern- 
iment in. disseminating’ essential 
/war information in northern New 
Jersey. In cooperation with the in- 
dustrial salvage section of the WPB 
bureau of industrial conservation, 
the committee has outlined a cam- 
paign for the utilization of critical 
jmaterials. John Coakley, president 
jof IMNJ and general advertising 
executive of the Thomas A. Edison 
industries, has taken leave of ab- 
/sence to devote full time to the war 
activities. 


Fawcett Adds Comic Book 

Fawcett Publications has = an- 
nounced a new comic magazine, 
Santa Claus Holiday Comics, which 
is planned for fall release. 


powntownw Oonw Your coorestser 


Chicago, May 20.—Old Dobbin 


| got a friendly nod from the Chicago 
| Tribune this week as it re-inaugu- 
jrated rubberless, gasless horse-and- 
wagon deliveries to replace part of 
}its widespread truck delivery serv- 
ice and save vital war materials. 
Five black and red wagons, re- 
built in Tribune shops and bearing 
jred lanterns in lieu of headlights, 
| started delivering loads of papers to 
‘corner newsstands Monday night. | 
| Within the next few weeks, officials | 
| say, scores of additional oat burners 
will be added to the Tribune's reg- 
lular delivery force. The system was | 
inaugurated two weeks before the 
extended deadline of the Office of | 


What is the I. 


save tires, gasoline and trucks. | 
| The first Tribune wagons, drawn 
|by white horses, trotted in and out) 


I. 
> SUBE : : of downtown traffic and kept fairly 3. Uniform consumer surveys. 
sage to the masses — will find of reminding the public of impend-| close to the regular truck schedule. | 
sanctuary here. Our overnight | ing rationing, the first luncheon was | The new system is expected to show 4. 


even a better record after Dobbin 
jlearns all the regular turns and 
| stops. 
| Earlier this month, the Boston) 
|Record-American adopted a similar | 
emergency delivery setup and ex-| 
pects to have leased 40 horse-drawn 
| wagons by June 1—the ODT dead-| 
'line—for local deliveries. | 


‘Marcus Quits WPB | 
| H. Stanley Marcus, chief of the | 
clothing section, War Production | 
Board, has resigned to return to 
Neiman-Marcus Company, Dallas, | 
| because his father is ill and two of 
his brothers in the firm have en-| 
tered the Army and a third soon | 
| will. He has been in Washington 
|since January, and will serve until 
a successor takes his post. 


Changes Format 


Junior League Magazine will 
use a revised format for the dura- 
tion. Beginning with the May is- 
sue it will be printed on newsprint 
and will not carry advertising. 


Browne to War Work 


R. B. Browne has resigned his 
position as Eastern manager of 
Practical Builder to engage in war 
work. 


405 Shops Bldg.., 


1942. 


offered by 72 daily newspapers 
in Illinois and lowa? 


| It is a merchandising plan comprising 
FOUR valuable services: 


Uniform market information. 
Standard merchandising service. 


Uniform Retail Trade Reports. 


The |. & I. Group Merchandising Plan is 
for national advertisers, and since 1938 
has helped them in solving their distri- 
bution and sales problems in the 72 im- 
| | portant markets in lowa and Illinois 
where the plan is operated. 


For further information about these two 
prosperous states write to— 


ILLINOIS DAILY NEWSPAPER MARKETS 
40i Leland Office Bldg., Springfield, Illinois 


IOWA MARKETS 


® The frequency discount feature originally adopted 
August |, 1938, will be discontinued as of August |, 


& |. Group Plan 


Des Moines, lowa 
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Advertising Has 
Bearing on Victory, 
Butler Tells AGMA 


New York, May 21.—Maintenance 
of planned consumer advertising | 
will have a direct bearing on suc- 
cessful conclusion of the war, ac- | 
cording to Ralph Starr Butler, 


ties, containers or lack of imports—| 
Mr. Butler asserted his company | 
would keep them in the public’s eye 
by “such minimum advertising as is 
necessary.” In some cases this will 
take the form of brief explanations | 
on the back-panel labels of similar 
or substitute merchandise. 

Members of the AGMA were 
warned to think twice before get- 
ting immersed in an “institutional 
campaign” that might or might not 
prove an aid to business. “The pur- 
pose of advertising,” he said, “is to 


sell goods, and after the war it is| 


basis will not work. He advised his 
AGMA hearers to plunge ahead and 
“plan on the best possible guess for 
tomorrow.” 

Current trends in the fields of co- 
operative advertising, premiums, 
deals and displays were discussed 
by William Redfield of Hills Broth- 
ers Company, James Reilly of Col- 
gate-Palmolive-Peet Company, and 
Wm. A. Dolan of Wilbert Products 
Company. Mr. Dolan predicted a 
sharp drop in the number of dis- 
plays for the duration, basing his 
observation on the shortage of 


executive vice-president of General | your brand name which is the im-| needed materials and the fact that 
portant thing.” Rhetorically asking|tire restrictions will reduce sales- 
if this were not unpatriotic, Mr.| men’s calls to the minimum. Mr. 
Butler again reminded his listeners Reilly said that scarcity of materials 
that it was their duty to be in busi-| and shipping space had materially 


Foods Corporation. Speaking today 
at the mid-year meeting of Asso | 
ciated Grocery Manufacturers of | 
America, Mr. Butler reminded his 
audience that without business 
profits the government will not ob- 
tain the huge taxes needed, and 
curtailed advertising eventually 
means curtailed profits. 

At the same time, however, the | 
speaker had nothing but scorn for | 
those companies which advertise | 
over and above actual needs for 
purposes of tax evasion. General 


Foods will maintain its profits, for | tiser will probably find himself out | 


ness at the end of the war. 
May Be “Out” 


Referring to those manufacturers 
who consider it good procedure to 
cut ad expenditures progressively 


altered the premium picture. He 


|said that he expects an increase in 
|premiums which do not utilize war 


materials, and added that many 
companies have been successful in 


in proportion to sales declines, the | prizes, 


General Foods executive pointed out | 
that once this practice is begun, it | 
is difficult to check. Such an adver- | 


Johnson Promoted 


William C. Johnson, formerly 


both government and stockholders, |of business at the end of the war, | Sales manager of the crushing and 


by continuing to promote those 
products unaffected by scarcities or 


he added. 
Though admitting it was difficult, 


packaging problems, it was brought if not impossible, to do long-range 
out. On those items which are “out| planning today, he asserted that|Walter Geist, who recently was 


for the duration”—because of priori- | promotion planned on a day-to-day |named president of Allis-Chalmers. | 


organization. He _ succeeds 


‘You Must Sell 


Tells Canadians 


Montreal, May 20.—That_ the 
maximum wartime service of ad- 


vertisers lies “in selling methods 
of victory instead of goods” was 
| the view expressed here by a key of- 
ficial of Canada’s price control sys- 
tem, Hugh A. Mackenzie, director, 
| division of simplified practice, War- 
| time Prices and Trade Board. 

| “Advertising has a great and im- 
portant duty to perform in the in- 
terests of total war. Yet I suggest 
that with some exceptions, adver- 
tisers do not realize the duty and 
opportunity facing them,” he de- 


| offering war stamps and bonds as| ¢jared in a talk last week to the Ad- 


| vertising and Sales Executives Club 
/of Montreal. 

“It seems to me that the most 
powerful and effective means 
whereby the public may be in- 


‘cement division of Allis-Chalmers | formed as to changes and assisted in 
|Mfg. Company, has been named 
|manager of the company’s general 
| sales 


their undoubted desire to pull to- 
'gether for the prosecution of the 
| war, has been built up and is avail- 
able through the work of the ad- 
vertisers and their agencies in the 
past. Should we not give the most 
serious consideration to the use of 


oc] understand you re interested ‘the weapon that lies at hand? 


HE name’s Van Winkle. 

I’d drop by to give you a tip or two 
about them hills and the surroundin’ terri- 
tory. You probably know that it’s mighty 
fine country—prosperous farms, busy cities. 


“But don’t go to sleep 
podner. You don’t find your 


ket’’ at any one spot up there. Albany’s a 
fine market, sure. Utica and Schenectady 
and Troy and Pittsfield sure ain’t whistle 
stops. But it’s only when you take those 
good markets and put ‘em all together and 
then throw in those fat farmlands in between 
that the statistics really take on wings. It 
takes power, podner, undiluted 200-proof 
power, to make a ten-strike market out of 


that Catskills country. 


“And of course you know what that 
means. That means WGY, ‘cause it’s the 


only 50,000-watt station in 


It’s the only one with power enough to 
deliver the market you're lookin’ for. 


in the 


Catskills” 


Just thought 


“Incidentally, podner, WGY’s a mighty 
popular station up that way. It’s been 
there the longest—20 years. It’s done a lot 
of big things for radio—was the first 50,000- 
watt station and the first to experiment 


with 100 and 200 kilowatts. And the folks 


at the reins, 
“dream mar- 


have gotten themselves into a pretty 
strong WGY listening habit, ’cause it’s the 
voice they listen to when they want to hear 
those popular NBC Red programs.”’ 


those parts. 


“The greatest opportunities to 
|effect economies lie in the distribu- 
tive and marketing fields. Much of 
the duplication and excess costs are 
the results of competitive selling. 


Is there not a logical inference | 


here which is of vital concern to 
you? Does not your greatest op- 


portunity to be of maximum serv-| 


ice to our country lie in selling 
methods of victory instead of 
goods? 


Suggests Program 


Mr. Mackenzie made these sug- 
gestions as part of a program to aid 
the war effort: 

“I. Keep your customers informed 
of changes made necessary by the 
war effort; 2. Tell them why these 
changes are necessary; 3. Tell them 
how to take care of the goods that 
,are available; 4. Tell them that 
waste is sinful and that hoarding is 
treason; 5. Teach a philosophy of 
saving, that if we are to win, the 
|standard of living must go down; 
/tell them specifically what they 
should go without; 6. Tell them that 
\there is no easy way to victory; 
that we must fight as one family 
‘with all that that implies; 7. Tell 
ithem that they must not expect 
|service, that they must do things 
|for themselves.” 
| In peacetime, Mr. Mackenzie is 
‘general manager of the Labatt 
Breweries of London. He is on loan 
'on a dollar-a-year basis to head up 
| the “simplification” program under 
Canada’s price ceiling. Mr. Mac- 


_kenzie prefaced his remarks by as-| 


| suring Canadian advertisers that “in 

this whole economy program I have 
never once suggested that advertis- 
_ing should be eliminated in the 
cost-cutting activities.” 


German Script, 
rar . Nazi Plotting 
Victory’ Mackenzie Feature Copy 


(Picture on Page 1) 

| Minneapolis, May 19.—The Mid. 
|west never will become smug and 
complacent if the Northern Pump 
Company, “world’s best equipped 
machine shop” currently produc ng 
anti-aircraft guns for the Navy, \\ax 
its way. 

Donating a full-page newsp: per 
advertisement to the Red Cross, the 
company headlines its copy in Ger- 
man script and the accompany ing 
illustration shows Nazi airmen p\an- 
ning American flight objectives in 
flight-dispatch room. The copy jg 
further illustrated with Red Cross 
symbols printed in red, explaining 
the various services always ready 
in time of war. Each of the 12 sep- 
arate Red Cross divisions is briefly 
summarized, and copy ends wit!) an 
appeal for Red Cross voluntee) 

The page ran in the Des Moines 
Register and Tribune, Duluth Her- 
ald and News Tribune, Minneapolis 
Times, Minneapolis Star Journal. 
St. Paul Pioneer Press and is ap- 
pearing this week in the Anoka 
Herald, Anoka Union and the Co- 
lumbia Heights Record. 

In every case, the city in which 
| the advertisement appears is incor- 
| porated as part of the headline and 
is mentioned throughout the copy 
BBDO, Minneapolis, is the agency 


‘ . “3. 
Civilian Defense’ Issued 
Dartnell Publications has started 
publication of Civilian Defense, 
|aimed at the new two billion dollar 
market for civilian defense supplies 
and equipment. Edited for key men 
|in the civilian defense set-up, the 
| publication goes to all federal, state 
and county civilian defense com- 
mittee chairmen and to executives 
in charge of plant production. Cir- 
culation, controlled and paid, was 
/11,000 copies for the first issue 


Metals Society to Meet 
American Society for Metals wil! 
hold its annual convention in 
Cleveland Oct. 12-16. During 
the convention period the society 
also will conduct in the Cleveland 
Public Auditorium the War Pro- 
duction Edition of the National 
Metal Congress and Exposition 


Joins WOWO-WGL 


Bill Malone, formerly with the 
promotion department of WLW, 
Cincinnati, has joined the promo- 
tion department of WOWO-WGL, 
Fort Wayne. 


‘Swinehart to ‘News’ 

James Swinehart, for seven years 
|with N. W. Ayer on the Ford ac- 
count and for the past year with 
|McCann-Erickson, has returned to 
the editorial staff of the Detrot 
News. 


Schiller Advanced 


John Schiller, formerly advertis- 
ing manager, has been named gen- 
eral manager of Macfadden Publ- 
cations’ True Detective and Master 
| Detective. 


(PATENTED) 


. “7 a. . 
..is tops in attention value. . . 


MAGILL-WEINSHEIM 
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jucers of Sales-Mak ng Advertis 


a new touch of novelty to your advertising . . . 
The hand holds a picture of your package or product 

right out in front of shoppers at point-of-purchase. Printed 
same on both sides — easily and quickly attached to wood- 
work or any smooth surface — visible from various directions 
Small and compact, but carries a lot of selling power! 


ASK TO SEE ONE-—CALL, TELEPHONE O8 WHITE-NO OBLIGATION 


1320-1334 Se. Wabash Avenue « Phone CAlumet 7200 « Chicago, illinois 
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ADVERTISING AGE 


PHOTOGRAPHIC 


REVIEW CINCINNATI'S WAR CHEST DRIVE 


Major F. L. Leonard, chief of the public relations division, Cincinnati Ordnance 

District, looks over the posters and newspaper ads for the city's war chest cam- 

paign, with Ranald S. West, production director of Stockton, West, Burkhart, Inc., 

who prepared the series. The drive combined efforts of the Community Chest, 
USO, Navy Relief and other causes into a single campaign. 


VIMMS PROVIDES VIGOR FOR THE MAYOR 


When Lever Bros. introduced its new vitamin product, Vimms, in Waukegan, Ill., 

one of the test markets being used in the Chicago area, Mayor Frank Wallin 

helped out by accepting the first package from the hand of Shirley Johnson, 

while Willard Pleuthner, BBDO executive on the account, smiled broadly. Vimms 

is currently using newspapers, spot radio and 24-sheets in the Chicago market, 
with copy pretested in Providence and Cleveland last fall. 


POST-WAR 'WINGS FOR EVERYONE’ 


‘ge. Things are Looking Lp in Wichita =. %) 


for Young Folks Nowadays” * 


Sere in The Acmy Now M4 Hours a Day 


Newest of the series of Cessna Aircraft Co. advertisements in national magazines 

#nc aviation publications is this full-color, forward-looking copy reminding Ameri- 

cans that, when peace comes, Cessna will stop ‘round-the-clock warplane pro- 

duction and help usher in a new transportation era with its “Family Car of the 
Air,” now in the blueprint stage. 


REVI EW pe OF THE - EXCEPTIONS TO THE ~—_ | 
OF THE 
WEEK 


COAKLEY HONORED 


Ostensibly to disprove the theory that “men never make passes at girls who wear 

glasses,’ Harlequin Corp., New York, called on commercial models to show the 

tops in specs. This bespectacled sun-bather was one of the hundreds of entries. 

Dorothy Partington, voted “Miss Harlequin of 1942," is investing the winner's 
$100 award in war bonds. 


VAN DYCK PAINTING DOMINATES DISPLAY 


John Coakley (left) general advertising 
executive of Thomas A. Edison, Inc., and 
retiring president of the Industrial 
Marketers of New Jersey, approvingly 
inspects a token of appreciation from 
members of the Jersey NIAA chapter. 
Seated (left to right) are Al Otton, sales 
promotion manager, Robins Conveying 
Belt Co., and Robert Bubb, formerly 
with Lock Joint Pipe Co. and now serving 
with the Navy. 


ADOLPH, COPY 


A large reproduction of a Van Dyck portrait, made from a Kodachrome negative 
of the original art work, is suspended on the large display shown here, produced 
for Canada Dry Ginger Ale, Inc., by McCandlish Lithograph Corp. The portrait 
alone may be hung on the wall as a continuing advertisement. Smaller reproduc- 
tions are for use in states which limit the size of liquor display material. 


J. M. Mathes, Inc., handles the account. 


TRIBUNE REVIVES HORSE-AND-BUGGY DAYS 
rele) LY / e es 


A 
\Woxsanto 


CHEMICALS 
a | 


Hitler makes the headlines again, in a 
most unflattering way, in this latest of 
a series of institutional color pages, 
scheduled by Monsanto Chemical Co. 
for June in Business Week, Fortune, 
Newsweek, Time and United States News. 
Copy tells how Ferrisul, a Monsanto 
chemical product, is used to “pickle” 
shell and cartridge case metal, keeping 
it free from corrosion. Gardner Adver- 
tising Co. handles the account. 


As part of its rubber conservation program, the Chicago Tribune has brought 

back the horse and buggy to supplement its deliveries to corner newsstands. 

Wagons were rebuilt in Tribune shops. Scores of others are to be added to the 
delivery system in coming weeks. (Story on Page 29.) 


PRINCIPALS AND GUESTS AT PARENTS' MAGAZINE PARTY FOR CO-MANAGERS 


The trio at the left includes (left to right) George Hadlock and Ed Fryk, co-managers of the Chicago office of Parents’ 

Magazine, and George J. Hecht, publisher, who praised their efforts at a tenth anniversary celebration in their honor, in 

Chicago May 15. In the second group (left to right) are Russ Van Gunten, Lord & Thomas; Al Leininger, Parents’ ad- 

vertising director; Larry Meyer, advertising manager, International Cellucotton Products Co.; and Red Barnett, Woman's 
Home Companion, the evening's master of ceremonies. 
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AWARDED TO 


fos Anacles Times 


The Los Angeles Times naturally is 
extremely gratified, as any newspaper 
would be, to win the Pulitzer Prize, the 
highest award in the United States for 
disinterested and meritorious public 
service. But it feels the entire American 
press should share in the credit, for it 
was in behalf of the right of the free 


press principle, so well exemplified by 


American journals, that this newspaper 


fought through to a successful conclu- 
sion in the United States Supreme Court 
its “contempt of court” case, on which 
the award was based. In this grave hour 
of national peril, The Times believes 
most sincerely that this reaffirmation of 
the traditional American doctrine of 
free speech and free press is of vital im- 
portance in keeping the people alert 


and well-informed. 
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